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1umidifiers with the 


* Automatic Humidistat *% 7 Gallon Capacity 

*% Edison Deodorizer % Finger-Safe Fan 

*% Free-Swiveling Casters % Rust-Resistant Tank 

*® Easy-to-Clean Filter % Baked-on Enamel Finish 


*% 115 Volts—Plugs in Anywhere 


THE EASY, ECONOMICAL WAY TO HUMIDIFY, 
FILTER AND DEODORIZE THE AIR! 


COOLERATOR DIVISION 





CH810-EM 


ALBION, MICHIGAN “gs 


ON COMPANY e Dept 












mplete information on Coolerator Humidifiers 












Mode! HD 100 
242" « 22" x 10%” 
Suggested List, $59.95 


Profit With Coolerator Humidifiers = SEND COUPON TODAY! 
COOLERATOR DIVISION 


McGraw-Epison Company Acsion, MicHiGaN 


Finest in Home Comfort Appliances 






SPOTLITE. --@ quick look at what's going on 
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There's little doubt about itnow- --the appli- 
ance-radio-TV industry's recession is over and 
a strong recovery has setin. There's plenty of 
evidence that this is the case. The accepted 
economic barometers (page 9), the latest 
summary of retail sales figures (page 22), manu- 
facturers' statistics (page 20) and the behavior 
of the industry's stocks on Wall Street (page 24) 
all lend statistical backing to the conclusion that 
the industry has pulled out of its doldrums and 
appears to be headed for an exceptionally good 
fall selling season, Final confirmation comes 
from the optimism being shown by retailers 
throughout the nation (page 13). . . The stock 
market figures, incidentally, constitute a 
revealing vote of confidence in what's ahead for 
the industry. Shares of 28 of the 52 firms listed 
in ELECTRICAL MERCHANDISING 's tabulation 
hit new 1958 highs in the week ending September 
15 and our index of these stocks, which had dipped 
to 29 in April, has now climbed to 36.8. . .In 
both the retail sales and manufacturer shipment 
tabulations, year-to-date totals show good 
improvement. Products which had been running 
ahead showed new gains this month and those 
with losses managed to trim the deficit. .. 

This sharp improvement in business sets 
the stage for a Christmas season which could 
be one of the best on record, To help dealers 
capitalize on this holiday business, ELECTRICAL 
MERCHANDISING this month devotes a major 
share of its feature pages to "how to" stories 
on Christmas merchandising. This year re- 
tailers will also get powerful promotional 
assistance from two national campaigns. 
Thirteen manufacturers are participating ina 
"Give Better Electrically" drive while U. 5S. 
Steel's ''Operation Snowflake" boosts all major 
appliances. (Special Christmas section begins 
on page 41)... 

‘Some idea of just how optimistic dealers 
are.can be gained from the fact that one big 
Eastern retailer is actually worrying about a 
Shortage of merchandise by year-end, His 
heavy orders placed weeks ago on one factory 
are still unfilled. Not many dealers have yet 
run up against this as a general problem but 
on one product---freezers---everybody seems 
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to be short of merchandise. The freezer story 
seems certain to qualify as the success story 
of the year with factory shipments up almost 
six percent and retail sales about 13 percent 
ahead, . . Meanwhile, the air conditioning 
season ground to a halt last month. Nationally, 
the picture wasn't as bleak as the weather might 
have indicated. In the face of a generally cool 
summer, distributor and dealer sales were 
down only about 12 percent. There was still 
merchandise in inventory but it took on added 
value as the government announced plans to tax 
units over one horsepower next year; up until 
now the excise tax has applied only to smaller 
units. « « 

The jury is still out on stereo although 
individual success stories are beginning to 
filter through. Many dealers, particularly the 
mass merchandisers, are still worried about 
the space needed on the sales floor for two- 
piece units. Few dealers seem to have done 
much about setting up adequate demonstration 
facilities, And the public at large is still con- 
fused about stereo. Talk of stereo, however, 
has hurt monaural hi-fi and for that reason you 
can expect a tremendous push at all levels of 
the industry to get the stereo idea across and 
Sales moving. .. 

The industry's improving sales picture also 
tended to serve as a reminder to marketing men 
that even more dramatic sales gains will be in 
the offing as the nation's population and economy 
expands in the 1960's. Acting on this fact, 
editors of all McGraw-Hill magazines are this 
fall cooperating in an editorial project urging 
industry to "modernize now for growth and 
profits''. As its contribution, ELECTRICAL 
MERCHANDISING next month will publish the 
most complete modernization manual ever 
compiled for appliance retailers. There will 
be tips on modernizing office procedures and 
equipment, improving store fronts and interiors, 
the necessity for better lighting and air. con- 
ditioning in showrooms and data on trucking and 
warehousing methods, Watch for it, study it, 
and save it... this issue can serve as your 
handbook in tailoring your business to take 
advantage of tomorrow's opportunities, 
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Another merchandising plus! 
Roll About Budget Model PDW-102 


TV Demonstrations 

Introduced by Lucy herself on the first Westinghouse 

Lucille Ball-Desi Arnaz Show, October 6. Time your advertising 
and promotions in October and November for Tuesdays after 

TV demonstrations. Let Lucy help you move the Westinghouse 
ROLL ABOUT out of your store and into your customers’ kitchens! 


Newest addition to the Shape of Tomorrow Major Appliance Line 
... from the modern Westinghouse plant in Columbus, Ohio 


Imperial ROLL ABOUT 
Model PDW-103 
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TO MOVE! 


PRESENTS A NEW WONDER ON WHEELS... 





€t Snore ROLL ABOUT 


ILY 


Show its ROLL ABOUT convenience. Rolls anywhere for 
loading, rolls to sink for washing, rolls to cabinets for storing. 
Rolls on special ball bearing wheels—on rugs, over door sills! 


Sell its HOT WATER BOOSTER. Another Westinghouse en- 
gineering advance—the biggest exclusive selling feature in the 
industry. Guarantees 140° water during full wash and final 
rinse cycles. Water is heated if necessary. Dishwasher cannot 
cycle until temperature is exactly right. 


Show its exclusive Detergent Storage Bin. Whole box of de- 
tergent stores handily in hideaway backsplash compartment. 


DISHWASHER WITH ALL THESE SELLING ADVANTAGES! 


Sell its Power-Temp Drying. Hurricane of fan-forced heated air 
is driven across the dishes for fast, spotless drying. 


Show its “no installation” advantages. The “2-in-1” hose 
connector snaps on to faucet adapter. Extra long hoses and 
power cord remove easily, store in hideaway compartment at 
back. ROLL ABOUT is 23 inches wide, fits in anywhere! 


Sell its Porcelain Enameled tub and inner lid. Won't peel, 
scratch or stain . . . self-cleaning every time. New rack design 
speeds loading of full capacity tub. Non-chip Fiberglas lid sur- 
face cleans easy as counter tops. 









Here’s the big double page announcement to over 6,000,000 

readers of Better Homes & Gardens, House Beautiful, The 

New Yorker and Sunset magazines. It will develop prospects 
for your store with an Introductory Money Back Offer. 
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» ormepiaust hot water 
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with Introductory Money Back Offer! 


Tie in with this national promotion in your advertising. Let the ROLL ABOUT sell itself in actual operation, 
in your prospects’ kitchens! Support your proposition with a money back guarantee. Feature the ROLL ABOUT 
in your store activity . . . get complete details and promotion package from your Westinghouse Distributor. 


















ee ° Westinghouse Appliances 
OAS: YOU CAN BE SURE...1F ITS \ \ estl nghouse in the Shape of Tomorrow 


Major Appliance Division, Columbus, Ohio 
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ODDS-ON-FAVORI/TE 


With the extra capacity, and heavy duty durability formerly found only in expensive restaurant 
disposers... plus the 95% quieter Magic Sound Barrier...and up to 5 times faster Liquifying 


Action...the magnificent IMPERIAL HUSH is truly the class of the thoroughbreds — pace setter 


on America’s fastest tracks! 


Here’s the hottest tip of the season: break out front...stay on top of the pack from wire to 
wire... bet the WASTE KING dishwasher and disposer entry across the board. It’s the odds-on- 


favorite to make more money for you. 


See your Appliance Distributor or write today for full information about WASTE KING. 


WASTE KING CORPORATION 


3300 E. 50th Street - Los Angeles 58, Calif 


DISHWASHERS «+ DISPOSERS * BUILT-IN RANGES « INCINERATORS 





Advanced knowledge, pace-setting tech- Exacting quality control, maximum-standard Strong advertising and sales prom tion on 
niques go into every WASTE KING appliance manufacturing methods go into every WAST! a week-in, week-out basis coast to coast back 
KING appliance WASTE KING appliances 
- : . ee, ! 
You know: if it’s WASTE KING, it sells right! 


You know: if it’s WASTE KING it’s right! You know: if it’s WASTE KING, it stays right! 
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What They Want When They Want It 
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Hand-to-mouth inventories of wire prode 
ucts today emphasize the vital impor- 
tance of prompt deliveries. Never was 
immediate availability more necessary 
eeeand that's for sure! 






This market was MADE to order for 
CORNISH. With 15 strategically located 
warehouses, Stocked with quality wires, 
cables and cord sets, we can guarantee 
24-hour service with no IFs or BUTS 
«+eand that's your bread-and-butter 
reason for plugging CORNISH now. 


CORNISH products, modern put-ups and 
incredibly fast shipments give you the 
big edge now. Build customer satisface 
tion in a trying period -=- good will for 
tomorrow == and solid profit on every 
transaction -=- by concentrating on this 
Blue Chip line that provides extra mere 


chandising advantages. 


SALES MANAGER 


Support your local 
ADEQUATE 
WIRING BUREAU 


Program 






















CORNISH WIRE CO.,. inc. 


50 Church Street New York 7, N.Y. 


OVERNIGHT SERVICE 


from Warehouse Stocks in 


Atlanta Charlotte Chicago Cincinnati 
Dallas Detroit Kansas City 

Los Angeles Minneapolis Philadeiphia 

» Rochester St. Louis San Francisco 

\ Seattle Williamstown 


Additional Sales Offices 


Boston Bridgeport Cleveland 
Denver Pittsburgh 


Producers of ; ' 
-~ Quality Wire Products 
for Home, Farm and Industry ry 
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What keeps Hoovef up on top year after year ? 
' \ 
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Here's how some 
folks you know 
might explain it— 


ia ce) eS . E. o 
DEALER: ‘‘ Profitable SALESMAN: ‘‘ Easiest to se//”’ ENGINEER: ‘‘Second to none CUSTOMER: ‘‘The one 
volume’ in quality and features”’ I want most!’’ 


R&S Tf ; wy et ae a a a oe 


HO QO @ FINE APPLIANCES ...arownd the house, around the world. ' 
F | 
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Will Win Trips To Las Vé 
Where 20 me. 
Will Win Their Weight In Silvegam 


ANYONE CAN WIN-—You compete only again 


N 
dealers your own size 


Ask your Hotpoint Distributor for deta es : 


Ve 


Hotpoint Dealers’ profit opportunities are greater than ever before... 


> Ul 


if you’re not a Hotpoint Dealer — you should be! 


LOOK FOR THAT DIFFERENCE! (youn. Cutt £ 
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f VATER HEATERS FOOC 
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MONTH | MONTH” | YEAR AGO THE YEAR SO FAR 
Fe Sarge 131 116 9 13.7% down 
igre ceorens 16.7 16.6 17.0 9% down 
ae ent Srene Se 148 140 144 1.6% down 
ee eran 350 351 361 6% less 
PRESS x00 gens 22 33 35 5.4% more 
ee nce 119.0 111.0 100.0 6.4% up 
ag rector 180.3 321.1 524.4 37.5% down 
ee ee 307.5* | 305.0% 305.7* 1.1% up 
Sine ee 123.9 123.7 120.8 3.2% up 
sig ire’? nape a 19.2* 18.8* 23.2* 12.6% down 
en re 4,699 5,294 2,609 70.8% up 
soviet: alan te aia Sl in aati aia aia aaa al 


Before you read any further go back and take a second, 
close look at the “Quick-Check” chart at the top of the 
page. 

It’s been many, many months since so many of the indi- 
vidual economic barometers registered improvement at the 
same time. Factory, retail and department store sales, 
housing starts, disposable income and consumer savings are 
all up over the preceding month. Both unemployment totals 
and dealer failures have slackened off, the latter quite 
dramatically so. 

This all spells out, in statistical form, what many ap- 
pliance-radio-TV retailers have been experiencing in a per- 
sonal way in recent weeks—the recession is over and a 
firm recovery has begun. For confirmation of that, see the 
Regional Trends beginning on page 15 of this issue. 

The Federal Trade Commission is apparently getting 
ready to crack down on fictitious pricing. 




















Detailed rules on this subject are included in a set of 
“model” trade practices formulated recently by FTC for 
the sunglass industry. Observers feel that these price rules 
will be extended to other industries and that’s why mar- 
keting men in many fields are studying the new regulations 







Reports, Dept. of Commerce, BLS, Council Econ. Advisors, Census Bureau) (*New Series) 


carefully. Here’s what they have to say about the practice 
of fictitious pricing: 

(1) You cannot use a fictitious price in advertising or 
labeling when that price is in excess of the price at which 
the product is normally sold. 

(2) You cannot advertise a price as a reduced or bar- 
gain price when such is not the case and you cannot over- 
state the “‘savings’’. 

The new rules apply to all levels of distribution; manu- 
facturers, for example, are prohibited from preticketing 
products with prices higher than the ones the retail store 
will be using. The retailer would be responsible for claims 
comparing a “sale” price to a higher “list price’ which is 
not identified as the manufacturer’s list price. 

The reason for FTC’s interest in the subject of pricing 
is obvious: almost a third of the commission’s orders in 
the past year have dealt wholly or in part with mislead- 
ing price claims. 














* 
Three out of four department store customers prefer to 
do their buying without the aid of sales clerks. 
That’s the finding of a 41-store survey by the Better 
Packaging Council. In the test, identically-priced merchan- 
(Continued on page 10) 
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STEREO RADIO 























FM, AM 


1 .w stereophonic 
I vy in sound, style, versatility Arvin’s new stereophon 
| ; on » sales pos 
, { ypens immense neW sa 
dio offers the ultimate in audio enjoyment —open 
5 $7100.00" 
t and virgin market Model 358¢ 10 


tiec in a vas 
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ONLY ARVIN offers such a handsome, compact 


stereo twosome—Hi-Fi FM/AM radio plus matching amplifier speaker 


ALL THESE PREMII M FEATURES 


\ 
\ @ 9 tubes plus 2 seleniun rectihers 
~ e Transformer type straight AC chassis 
u ’ 7 
7 1 1 harmo! 
a3] 1 »Q) e 2 Alnico speaker zn nd 4 
; y cally balanced \ 
M t imu \ 
. t and F tuning perates 5 Mul 
@ Separate AM and _ 
4 " for stereophonic reception with FM 
taneously 0 t 
connection to Arvin aux iary ampliher-spe 
S << er or other Hi-Fi 
yy 


e PI k . 
e Gyr g 
mm MT nm KI \ | es rat cor 
| 
| | Wit {| | : ¢ h-p utput 
WW eo i-w , 
ssainscratMeosat L e Beautiful cabinet of lifetime Arviny! 


) design finished 


ndividual 


y and black 


STEREO PHONO 


TUNER 


Electronics & Appliances Division 
Arvin INDUSTRIES INC., Columbus, Indiana 


Arvin also makes Phonographs, Portable Electric Heaters, Car 
Heaters, Ironing Tables, Outdoor Grills, Leisure Furniture and 
Electric Fans 


first of its kind ....a new dimension in listening! 


VED HI-Fl FM/AM 







*Prices slightly higher 
far West and South 


trends 


dise was placed on adjacent 


CONTINUED 


counters. One counter was de- 
signed for self-selection with 
each item tagged with prod- 
uct information; there were 
no clerks in this department. 
The adjacent counter was 
serviced by clerks but the 
merchandise was untagged. 
Among the departments in- 
cluded in the test were rad- 
dio-TV and appliances, both 
major and electric house- 
wares. 

In the radio-TV section, 
three out of four customers 
preferred the tagged mer- 
chandise, with 60 percent 
less sales time consumed in 
these transactions. 

In major appliances the ra- 
tio was five to three in favor 
of tagged merchandise, re- 
sulting in 25 percent less 
average sales time. Electric 
housewares produced a seven 
to three ratio in favor of the 
self-selection merchandise, 
saving 30 percent average 
sales time. 

The survey also points out 
that consumers buy consider- 
ably more merchandise under 
self-selection and that shop- 
pers place more belief and re- 
liance in a tag than in the 
verbal efforts of a clerk. 

The department store set- 
ting for this test undoubtedly 
affected the findings. In a 
specialty store operation 
there would be more tendency 
to consult clerks and rely on 
their advice. The test does, 
however, serve to underline 
the value of readily available 
product information. Spe- 
cialty dealers may find in it 
a reminder that product tags 
can complement their person- 
al selling techniques. 

Copies of the complete sur- 
vey may be obtained from 
the Better Packaging Coun- 
cil, 12 E. 41st St., New York 
ee ¢ End 




















Modernization 


Issue 


coming in November 
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Gas brings |home/ automation with a 





Here’s what she’s looking for! Caloric's automatic 
features give her ‘‘home automation”... make cook- 
ing almost as easy as turning a dial. You can show any 
customer why, just by demonstrating these features: 


THERMO-SET TOP BURNERS keep food at the ex- 
act temperature set... make every pot and pan ‘‘auto- 


matic.'’ There’s no constant watching... no worrying. 


MEAT THERMOMETER cooks meat ‘‘to order.” 
Stem is inserted in meat. Thermometer turns oven off 


automatically when meatis cooked precisely as wanted. 


ROTO-RAY BARBEQUER lets the family enjoy a bar- 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. 





becue any time—rain or shine. Meat is basted in its 
own juices as it turns on automatic spit. 


CLOCK-CONTROLLED OVEN comes on by itself, 
cooks at the pre-set temperature, and turns off by 
itself. Cooks complete meals, even when nobody’s 
home. 


Demonstrate these features and she'll see why 
cooking with Caloric is almost as easy as turning a 
dial. She'll want to buy this handsome Caloric gas 
range that brings her ‘‘home automation.’’ Remind 
her, too, that Caloric is ‘‘America’s easiest range to 
keep clean." 
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Send for additional sales helps! 


Caloric Appliance Corporation 
Department EM, Topton, Pa. 


Please send me illustrated sales litera- 
ture on Caloric Ultramatic gas ranges. 


NAME 





ADDRESS 
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How does Good Housekeeping Magazine win a woman’s 

confidence? 

* It investigates every product advertised in its pages. 

¢ It checks every single claim made for those products 
advertised. 

* It guarantees replacement or refund of money if the 
products do not perform as advertised therein. 


Good Houseke 


A MEARST MAGAZINE 


Win a woman 


ty 








5 confidence... 








and 

© the 

a rest 

7» 1S 
easy! 


No wonder more than 12,350,000* readers believe what 
they read in Good Housekeeping—the magazine that 
gives them more than twice as many pages on home 
furnishings, appliances and homemaking equipment as its 
nearest competitor. Be sure you're selling your prod- 


ucts with confidence...the unique confidence you get 
aunt be 






in Good Housekeeping. 


45 aovenTistd 


*LooK —Politz Study 


* 
PID Qceeares A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 
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By John A. Richards 


Fall market tone firm... TV, laun- 
dry, color-TV and dehumidifiers show 
strength... Selling stereo as “better” 
hi-fi proves effective 


‘4 


\ FALL pickup is in the making.” 
ya “A consistent business improve- 
ment in recent weeks.” 

“I’ve got my eyes and ears open for 
good items for Christmas.” 

Philadelphia, Buffalo and Freeport, 
Long Island dealers reflected these re- 
spective sentiments last month. Wash- 
ington, Maryland and Virginia dealers 
and distributors were even stronger on 
the optimistic side. All see a good last 
quarter in the making. 

A distributor in Somerville, Mass. came 
out of a rousing August and, from the 
way his dealers are buying, thinks peo- 
ple in his area are forgetting about re- 
cession talk and are buying more freely. 


The firmer tone in the marketplace 
was marked by specific product strength 
—in TV, laundry, dehumidifiers, color- 
TV, dishwashers and food disposers. 

Overlapping a so-so air conditioner 
season, Washington area dealers swept 
through 2,206 dehumidifier sales in one 
month compared to 638 the same month 
last year. One Silver Springs, Md. dealer 
sold more such units this year than in 
the last five years combined. 

In the same area dryers were on the 
upswing, and utilities in both New 
York and New Jersey were swinging en- 
ergetic dealers into dryer campaigns. 


Specialists in all parts of the East 
were pushing color-TV hard. The rea- 
son: better gross dollars. A Takoma Park, 
Md. dealer launched into a series of 
color-TV parties, conducting them at the 


homes of customers and inviting plenty 
of friends and neighbors. He expects 
color-TV to be his biggest Christmas 
item. 


Momentarily hi-fi fell from grace 
among dealers in scattered areas of the 
East. The advent of stereo was the cause. 
To the dealers in Cambridge, Hartford, 
Peekskill, Scranton, Hempstead, Perth 
Amboy and Chester who have felt this 
pinch, the alert metropolitan New York 
dealers may have a solution. 

Already chain stores, discounters, de- 
partment stores and big independents are 
firming out a formula approach to stereo. 
It stems from three necessities. You must 
find store space, find room for a demon- 
stration area, and have a simple story 
for your customers. 

“Sell stereo as better hifi,” one sup- 
plier advised. 

“The mass stereo buyers are going to 
want a single unit,” says one chain exec. 

“Take a single unit,” says one furniture 
house buyer, “add push-button stereo, 
which will be widespread within a few 
months, and sell stereo as better hi-fi. 
That’s how to rescue a big hi-fi business 
this Christmas.” 


THE 
MID- 
WEST 


By Ken Warner 


, 


but most 
dealers figure this fall will be a 
boomer . . . the biggest “if”: United 
Auto Workers’ contracts 


There are some “‘if's’ 


TARTING to build inventories slight- 
\J ly, dealers are putting dollars and 
cents into their belief that this fall will 
see a real sales surge. 

One mid-state Hoosier says that his 
area will get the biggest fall boom yet, 
if the UAW signs soon. He, and prac- 








tically every other dealer within range of 
an auto-industry-oriented payroll, has 
lots of deals hanging fire ’til something 
happens in Detroit. “I don’t care what 
kind of contract they sign,” says he, “as 
long as they sign something.” 


Elsewhere, things are picking up re- 
gardless of the auto labor situation. A 
northern Illinois dealer reports he’s doing 
a brisk contract business—in direct con- 
trast to a couple of months ago when 
cash on the barrelhead was the rule. 
This, plus a sales pickup, has him laying 
in inventory at a good rate. In other 
words, he’s confident. 


More and more Midwesterners are turn- 
ing to rebuilding used appliances as a 
bolster to profits. One of the more recent 
recruits, an Indiana dealer, says he is 
able to make real hay with brands that 
are no longer represented in his town. 
“They call in for service here,” he said, 
“and we talk trade for a washer that we 
stand behind, and can service for them. 
And we get most of ’em. Then, we rebuild 
their trade, and turn it into an appliance 
we can guarantee, and we get a good price 
for that, because the used-machine cus- 
tomer knows we have the parts.” 


Freezers haven’t quit selling yet, 
though they’re starting to taper off. In 
some areas, the top-end doesn’t go at all, 
in other towns, the reverse is true. One 
big-freezer seller explains that the per- 
cubic-foot cost story sells the big boxes 
for him. “The price break is so short 
just $30 or $40—that most of my custom- 
ers go for the big box as a better buy,” he 
says. He’s in a farm area. “‘Where there’s 
more industry, $400 is the top limit,” says 
a local dealer. 


Air conditioners went back into the 
warehouses last month, but they weren’t 
taking up as much room as they did last 
year. One man had three, offered them at 
a rock-bottom $125, got one taker and 
shelved the remaining two. A favorite 
Chicago dealer expression last month was 
“might as well put ’em on the scales now.” 
One non-conformist, however, remained 
much more sanguine. “So what’s an air 
conditioner?” he says. “It blows cold air, 
that’s all. It’s about so big and it fits in 
the window. Sizes, BTU’s, model-years 
—all that stuff doesn’t count. They’ll blow 
cold air next year, too. We'll sell ’em.” 
(Continued on page 16) 
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HAMILTON BEACH 





HAMILTON BEACH 


gives alert retailers who 
control what is sold in 
their stores an opportunity 
to switch to a line that 
returns a decent profit 


on every sale—a line that 





has deliberately stayed 


above the price wars! 





The line that returns up to 20% more profit 
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Here’s why HAMILTON BEACK 


can offer this exclusive guarantee: 


The Model 60 Mixette is a perfect 
















There are more than 135 tolerance checks 


made during the manufacture of each 












Mixette. Every part, every detail is 





checked again and again to insure finest 





performance and longest operating life. 





example of the exacting standards 







Each motor runs in our test laboratory 
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for 20 minutes. 








quality so outstanding. 







CONSUMERS PRAISE 
HAMILTON BEACH 
QUALITY 


— These unsolicited letters come in 
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Hamilton Beach vacuue cleaner, 

In all, 1 tried five gifferent 
kings, #>¢ none of them can begin to egual the 
performance of thse lapiitos Beach. 


ce daily from all parts of the country. 
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1958, HAMILTON BEACH COMPANY 
A division of SCOVILL Mfg. Co., Racine, Wisconsin 






Call the distributor 
nearest you to learn why 

HAMILTON BEACH should 
be your number one line! 
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THE 
SOUTH 
EAST 


By 
William McGuire 





Business is improving as major appli- 
ances lead the way . . . Trend to 


top-end models continues . . . New 


lines help TV 


O* a wave of optimism and steadily 
improving business, the Southeast 
rode buoyantly out of a satisfactory sum- 
mer, int promising fall. 

A solid upswing that began in June in 


some key areas, in July in others, con- 
tinued to gain momentum in September, 
enabling a great many dealers to recoup 
their spring losses and pull even with, 


or ahead of, 1957 year to date 


Laundry, freezers and refrigerators 
supplied most of the spark, all showing 
across-the-board strength in most areas. 
Television was behind most of the soft 
spots, though this was considered noth- 
ing that new lines, World Series and foot- 


ball wouldn’t cure. 


Air conditioning went quietly in mid- 
August, leaving an unusually clean in- 
ventory situation at both retail and 
wholesale. There was little to dump. 

Most dealers had bought with caution 
and fine timing, found their level-headed- 
ness rewarded with an open-to-buy for 
’59. Several major distributors came 
through bone-clean (when one in New 
Orleans was hit with a tax-beating order 
for 50 coolers in early September, he 
could scare up only 20 in his warehouse, 
and was quite happy to reach up to Des 
Moines for the rest). 

If the season was a success in terms 
of volume and carryover, marginwise it 
left much to be desired. Summed up one 
retailer, “This year we made sense out 
of air conditioning. Maybe next year 
we'll make money out of it.” 


The surprising trend to the top end in 
refrigeration and laundry continued. The 
big two-door boxes in the $400-$700 class 


were going like ponderous hotcakes. Fri- 
gidaire’s Frost-Proof was bidding for 
“Sleeper of the Year” honors, as more 
than a few dealers found themselves sold 
out. 

Freezers went big in late summer in 
several sectors, notably Atlanta (where 
short supplies prevented one of the city’s 
major chains from “tripling” its volume, 
and cost a distributor an estimated 1,000 
sales), and in Knoxville and Jackson. 
Best seller was the 20-foot chest. 

Dryers came very much alive in Chat- 
tanooga, where a key distributor noted a 
general upgrading in retail preference to 
$190 machines from last year’s $160 fa- 
vorite, and in Nashville, where Nashville 
Electric Service continued in its role as 
a promotional powerhouse among South- 
eastern utilities with a strong two-month 
drive launched September 29. 


Television news was made by new 
lines. Philco’s “Slender Seventeener” port- 
able began to resemble the proverbial 
three-dollar pistol, while the controver- 
sial Predicta Series was emerging in some 
quarters as a traffic-stopping point of re- 
turn to the conventional line and less 
radical “Full Dress” sets, though it was 
too early to chart Predicta’s course with 
accuracy. Most Predicta sales were com- 
ing in the table model, fewest in the 
pedestal console. 

As stereo started to trickle into stores 
and, here and there, on to consumers, 
there were growing indications that this 
might not be the year. It began to look 
like a case of too little, too late for *58; 
too much dealer uncertainty, too much 
consumer confusion. 


THE 
GREAT 
LAKES 


New lines expected to boost fall 


business . . . Detroit dealers report 


sales gains ... Electric heating grows 
in Cleveland 


YEW products, new models, new pro- 
4 motions are expected to boost the 
moderate upturn in sales reported in the 
Great Lakes. 

Dealers and distributors are waiting 
for the 1959 lines to hit the market in full 
force to get the carefully shopping and 
hesitant customers to come through with 
an order. 

“There'll be more change than a new 
refrigerator door handle in a lot of lines,” 
says one Toledo dealer. “A new styled 
dash-board may not convince Mrs. House- 
wife she wants a new washer, but a bet- 
ter engineered product that does her 
work better and faster sure will,” he 
feels. 
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Frigidaire division of General Motors 
in Dayton expects a continued increase 
in sales for the rest of the year. They’ve 
been recalling employees since August 1, 
expect sales boosts from new products 
with meaningful feature improvements, 
like their new frost proof refrigerator- 
freezer combination. 


There are indications of an upturn in 
Detroit appliance sales, although a few 
dissenters remain. Most dealers feel that 
recessive conditions no longer pose major 
threats to their continued livelihood. 

The J. L. Hudson Company has taken 
the lead on the side of optimism. Appli- 
ance department sales are reported up 
and all major appliances are “selling sur- 
prisingly well.” Moreover, Hudson’s an- 
ticipates continued improvement. 


The smaller, suburban Detroit stores 
all report an upturn, the average sales 
increase running about ten percent. 

One dealer claims the city is enjoying 
a “back to buying” movement, and claims 
that all appliances (but especially large 
items) are selling at a continuous month- 
ly increase of about ten percent. 

“We're even selling freezers, which is 
very unusual at this time of year,” said 
one dealer. 

Crowley & Company again sounds the 
pessimistic note in Detroit. Sales have 
been about the same as last month (which 
was about 25 percent below normal 
Crowley’s feels general business condi- 
tions in Detroit and area are responsible 
for poor sales volume. It was also pointed 
out that there is not enough advertising 
capital available to meet the present 
need, nor enough specials and sale items 
to offer customers. 


Cleveland’s Electrical League, in a re- 
port made public recently is showing 
that major electrical appliances cost an 
average 27 percent less today than they 
did in 1948. The report points out that 
even with today’s lower prices, electrical 
appliances now offer new features and 
advantages not found in their 1948 coun- 
terparts. 

Continuing to prove that you can live 
better electrically, the Cleveland Electric 
Illuminating Company reports that near- 
ly 1,000 homes in a tri-county area 
around greater Cleveland are now re- 
ceiving their heat electrically. Electric 
heat has had a phenomenally rapid 
growth here—up a whopping 107 percent 
through July of 1958 compared with the 
like 1957 period. 


Despite the disappointing picture air- 
conditioners presented for the rest of the 
district, Dayton reports sales increase of 
more than 50 percent over the year ago 
month, and slower but definite improve- 
ment in disposals, dishwashers and 
ranges. Traffic appliances are picking up, 
too, dealers report, and they expect the 
coming gift-buying season to help their 
sales pictures in this department, too. 
(Continued on page 18) 
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This Golden “M” in your window 
is the best guarantee in 
the industry-of soaring sales, 
fuller profits, complete 
customer satisfaction 
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THE 
SOUTH 
WEST 


. Re- 


frigerators, laundry, dishwashers 


The fall upturn materializes 


built-ins are strong ... Housing boom 
helps sales 


if Snack fall upswing in business that 
Southwest dealers looked forward to 
all summer—some with fingers crossed 

has finally materialized in most areas 
and even the finger-« rossers are optimis- 


lc over prospects for the rest of the 


A major distributor in north Texas re- 
ports sales so strong recently that de- 
mand for many items is ahead of supply. 
“Interest in the 1959 models is adding to 
the momentum, and we look for excellent 


business all fall,” he says. 


Refrigerators and laundry equipment 
are still in the lead everywhere, and 
freezers are showing surprising strength. 
“We can’t account for it,” a distributor 
omments, “but the demand for freezers 

greater than it has ever been.” 

In refrigerators, the top of the line is 
moving best, especially the two-tempera- 


ture boxes 


Sales of dishwashers are up, and built- 
in ranges are increasingly popular. Deal- 
ers attribute much of this to the boom 
in home construction. They also credit 
the Medallion 


Homes promotions with creating a desire 


Home and Parade of 
for new appliances. 

In the larger cities, the apartment 
house boom has become an important 
sales factor, since most of the apartments 
have kitchen built-ins and room air-con- 


daitioning units 


Construction is up all over the South- 
west, with Texas third in the nation in 
home-building. The Houston Home Build- 
ers Association, for example, looks for 
10,000 new homes to be built in the city 
this year—1,500 more than in 1957 
and points out that in addition to the 
benefits from the building itself, the sale 
of every new home will result in an aver- 
age of $1,500 in retail purchases 

Representative dealer comments are: 
“We have wonderful prospects for the 
rest of the year,” Oklahoma City, where 


homebuilding is up 25 percent. “We are 


Little 
Rock. “We will have an especially good 
fall’, Lubbock, Texas. 

The fact that nearly all areas have had 


looking for a good fall business”, 


their best crops in years has added to 
the fall sales potential. 

Successful promotions are helping 
some dealers give business an additional 
nudge. In a west Texas town of less than 
1,000 population, a direct mail campaign 
on electric clothes dryers sold eleven, 
more than the dealer normally would sell 
in an entire year. 


THE 
FAR 
WEST 





By Howard Emerson 


Retailers are optimistic about volume 
... But they’re worried about profits 
Refrigeration leads sales upswing 


* NCOURAGING reports on appliance- 

4 TV business for the fall are coming 
in from most dealers and distributors 
during mid-September. 

“Business is up 10 percent over ’57,” 
says R. E. Neuman, Portland, Ore. ““We’re 
doing much better than last year,” re- 
ports Hanco Furniture Co., Salt Lake 
City, which has full line appliance-TV- 
hi-fi departments. “August sales were up 
10 percent from July,” states Dorn’s, Los 
About 
10 percent above last year...” says 
Clint West, Seattle, Wash. 


Angeles nine-store chain. 


The outlook for the last quarter is op- 
timistic, for volume at least, in most 
areas. “. .. An excellent final quarter 
for TV...” is foreseen by Robt. Ed- 
wards, manager of one of the three Platt 
stores in Los Angeles. “The increased 
rate of sales should continue, but 1958 

] ‘t exceed 1957 by more than 10 
percen , Says a spokesman for Dorn’s. 
The last quarter will improve over the 
first nine months of ’58, which has been 
better all along than 1957, comments 
Bob Kennedy of the large-volume South 
East Furniture Co., suburban Salt Lake 
City. A large department store in Seattle 
expects the fourth quarter to be ahead 
of last year, with September already run- 

r 10 percent ahead with practically 
no promotion—‘at this time of year we 
let the other departments have their 
back-to-school promotions” 


Profits from this better business do 
not show in the same rosy glow, how- 
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ever. But there are exceptions. Seattle's 
Clint West says profits are better because 
trade-ins are more profitable than last 
year. Growth in volume has put profits 
ahead of 1957 for Salt Lake City’s South 
Kast Furniture. But profits will be down 
in spite of the second-half upturn in 
volume, reports one Los Angeles chain. 
Profits will not be up in proportion to 
the 10 percent increase in volume, says 
another Los Angeles chain because mat 
gins in that area have gone down to an 
18-20 percent gross. 


Refrigeration still leads the upswing 
in many areas of the Far West. “Best 
volume is refrigerators, laundry second, 
TV third ’ reports C. W. Gilner, Salt 
Lake City dealer. “Sales for September 
are above a year ago, mostly because of 
refrigeration ...” is the report from 
neighborhood dealer Don D. Nelson, 
Seattle. Exceptions come from two deal- 
ers in the northeast area of Portland. 
Harold Kelley and the White-Mann Co 
both report laundry moving best 


Promotions are working surprisingly 
well in all areas of the Far West when 
they are keyed to a gimmick other than 
price. Nide’s in suburban Denver had ex- 
cellent results giving a used auto with 
Maytags. In Los Angeles, Dorn’s clicked 
with a $298 “stereo package” (a German 
radio and record player and a local stereo 

nit sold 93 on one day, several hun 
dred in three months. “Carload sales” 
have been successful for many dealers. 
Baggett’s, Salinas, Calif., scored with 
truckload sale, sold more freezers in 10 
days than in the previous year by offer- 
ing a deer hunting rifle free with freezer. 
In Portland, Harold Kelley developed a 


promotion comparing present day prices 
with those of 15-20 years ago ‘so suc 
cessful, Westinghouse is using it nation- 


ally on 


The optimism that has come with the 
general upturn in business hasn't cov- 
ered some of the problems that linger 
with the dealers in their market areas 
out here. In Seattle, the move of nation- 
ally-known credit jeweler Weisfield-Gold 
berg into major goods with its opening 
of a big discount store in the South 
End, has many dealers worried. Weis 
field-Goldberg mailed membership appli- 
cations ($2 a family) to 175,000 union 
members in the area. In Portland, dealer 
Geo. Smith mentions a contractors’ strike, 
a teamsters’ strike, possibility of a lum- 
ber industry strike (since settled) as 
having a demoralizing effect on the econ- 
omy of the area. 

But it is still the profit structure that 
irks dealers. “ You have to do a tre- 
mendous volume to stay in the picture. 
It’s the little fellow who gets pushed 
out,” comments Harold Kelley of Port- 
land. George Nicholson, owner of two of 
the largest stores in southern California, 
pulls no punches we should either 
sell out or burn down quote me in 


Continued on page 20 
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NEW GOLDEN 
TUBE SENTRY * 
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— = 
system works to protect the life of — 
any other tubes ever put into home every tube in your set against — 
TV. They're Motorola's answer for warm-up power surge, main cause ‘ —- 
the most perfect tubes possible of TV failure. It triples TV life ex- SS || lity eel 
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MOST RELIABLE TV EVER—IN EXCLUSIVE THIN-LINE DESIGN 


Reliability isn't all you get to sell in '59 Motorola TV. Just look at these customer viewing extras 


Hand-wired Chassis. Compact, horizontal és 20,000 volts of Picture Power. Increased 
design. Operates cooler, extends component picture tube high voltage delivers the bright 
life. Easy access to all parts. est picture possible in TV today 


Cascode Tuner 





in-t con- 
. Optimum performance - Fin-type, cor 
7 ide ¢ > C 
even in fringe areas. Utmost selectivity, sen- vection-cooled. Provides extra power for 
sitivity, signal-to-noise ratio. brighter Motorola picture 


New Power Transformer 





Aluminized Picture Tube. Greater bril- 


New high-voltage Coil. Layer 
liance and contrast. 


uum-impregnated design 
power efficiently and safely 


-wound, vac- 


Delivers extra 


New Noise Inverter Circuit. Eliminates 


Gated Automatic Gain Control. Holds pic- 
electrical interference. 


ture rock-steady. 





WHY NOT JOIN THE TEAM? Your Motorola distributor can give you all 
ULTIMATE IN TV... Brilliant picture, extra reliability, 
dramatic styling. New Golden ‘'M" Chassis power. 3 
matched high fidelity speakers. Golden Tube Sentry. 
Golden ‘'M" Tubes. 20,000-volt picture power. Doubles 


the facts in just 5 minutes. Call him today 
as stereo speaker. Finishes: Blond, Walnut or California at 
Mahogany. Model 21K105. 21” 


over-all diagonal picture 
tube with 263 sq. in. viewing area. 








World's Largest Exclusive Electronics Manufacturer 
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Steber $-541 Curvette 


This Curvette is adapted for mounting on 3"-4 


Write today for the latest Steber Bulletin No. 
1091-58, describing the Steber line of quality 
lighting units for commercial and home light- 


242 So. Anderson St., Los Angeles 33, Calif. 


Sensational new Steber lighting units have a thousand and 


»n sight—and don’t forget those 


extra profits on the lamps you sell with them! 


Steber Orblites 


Beautiful new ball type Universal aiming 
fixture is ideal for interior accent light- 
ing. Complete shielding of lamp elimi- 
nates annoying side and back halo light 
for more effective and dramatic lighting 
effects. Orblites are available in satin 
black or white enamel with gold overlay 
veiling or in solid neutral graytone. 


” 


with 6” leads. 





Swivel arm allows the unit to be aimed in any 


ial Steber Units 


designed to meet a host of home and commercial 


The Pin-Up-Stand-Up Utilite is a handy 
portable unit filling many needs in the 
home and shop. Use it with PAR-38 and 
R-40 sealed beam lamps or sun and heat 
lamps. The No. 4 Utilite is finished in 
gold and black. Color lenses can be used 
for impressive and unusual lighting 
effects. 


Steber Swivel Curvettes 


Here’s the very latest in portable lights 
for spectacular, flexible indoor lighting 
effects! Spun aluminum reflector protects 
and shields R-40 reflector projector 
sealed beam lamps for dramatic effects. 
Colored lenses—amber, blue, green or 
red may be added for holiday lighting 
and special effects. Available with black 
or bright aluminum reflector in Swedish 
Modern or Streamlined Styling. 





€ 
Lighting Units KGGFSHA for Every Heed 





STEBER MANUFACTURING CO. ® Dept. 64, Broadview, Illinois 


STEBER-WOODHOUSE, LTD. 
33 Ingram Drive, Toronto, Canada 


Divisions of The Pyle-National Company 


LEADING DISTRIBUTORS 


trends recion sy REGION 


CONTINUED 


those words... 


we’re moving merchandise, 
20 to 40 percent below normal list. 


all kinds, at 
About the only thing 


we’re making a profit on is the interest on accounts pay- 


able.” 


Behind the gripes of Nicholson 


and other 


independent 


dealers in that market is the department store vs. discount 
house price war reported often in this column. One of the 


department stores most active in the 


fire” 


ahead of 1957.” 


manufacturer shipment 
statistics Estimated Industry Ship- 


ments of Major Electrical Appliances, Ra- 


dio and Televsion 


eee July 
7 Mos 

DRYERS, Clothes, Electric. . . July 
7 Mos 

SK ene svaws sebeed July 
7 Mos 

FOOD WASTE DISPOSERS. . July 
7 Mos 

Ere ere er July 
7 Mos 

RADIOS, Home-Portable- July 


Clock (production)...7 Mos 
RADIOS, Automobile July 
(production)........ 7 Mos. 


TELEVISION (production)... 


1958 1957 
(Units) (Units) 
33,100 27,400 
217,200 218,700 
54,557 52,035 
326,337 380,497 
20,956 18,405 
135,725 161,889 
49,100 40,100 
331,800 296,300 
119,700 109,100 
613,300 580,300 
435,162 356,309 


. 3,931,936 4,708,927 


186,379 256,279 


1,650,898 3,090,955 - 


'274,999 360,660 


“meeting fire with 


campaign reports its 1958 appliance-TV volume “’way 


% 


Change 


+ 20.80 
—- oF 


+ 4.85 
14.23 


+ 13.86 
16.16 


+ 22.44 
+11.20 


9.72 
5.69 


+ 22.13 
- 16.50 


— 27.27 
- 46.59 


—23.75 
— 20.76 


+ 1.41 
— 17.89 


+ 28.13 
+15.76 


—12.05 
+ 20.85 
— 3.46 


—22.14 
— 12.07 


— 4.81 
—10.23 


— 22.83 
— 28.83 


+23.44 


7 Mos. 2,442,929 3,082,799 

RANGES, Standard........ July 57,500 56,700 

7 Mos. 457,500 557,200 

ee July 41,000 32,000 

7 Mos. 285,000 246,200 

REFRIGERATORS...... sees See 279,700 318,000 
7 Mos. 1,764,000 2,121,800 —16.83 

VACUUM CLEANERS.... July 263,778 218,276 

7 Mos. 1,765,502 1,828,806 

WASHERS, Automatic and July 212,208 272,549 

Semi-Automatic*. ...7 Mos: 1,392,225 1,583,312 

Wringer & Spinner. July 65,079 68,366 

7 Mos. 462,655 515,354 

WASHER-DRYER July 7,829 10,145 

COMBINATIONS *....7 Mos. 72,680 102,115 

WATER HEATERS, Storage. . July 79,000 64,000 

7 Mos. 476,500 456,700 


*Figures revised to include exports. 
Sources: NEMA, AHLMA, VCMA, EIA. 
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ONLY MOTOROLA 
DEALERS CAN OFFER 

















Motorola’s newest salesmaker— 
so versatile you can demonstrate 
Stereo Hi-Fi ANYWHERE! 
















Demonstrates as Single- Demonstrates as a Twin-Unit 
Unit Stereo Hi-Fi— Stereo Hi-Fi—either speaker de- 
speakers attached to cab- tached from cabinet and placed up 
inet and opened outward to 10 feet from control unit 





First practical approach to demonstrating Stereo High 
Fidelity in homes, in your store, ANYWHERE! 
Deluxe, 4-speed Automatic Record Changer. 16 watts of 
power (8 for each channel). 4 Golden Voice* speakers (one 
4” and one 6” in each detachable speaker). Separate Loud- 
ness, Bass, Treble, Balance Controls; Stereo High Fidelity 
dual sapphire flip-over styli (plays both Stereo and Hi-Fi 
records). Leatherlike, scuffproof fabric in Spice Brown. 













Sell Stereo sound 


for only $9995 





6-SPEAKER STEREO HIGH FIDELITY IN ONE-PIECE 4-SPEAKER CONSOLE WITH 4-SPEAKER MATCH- 
HORIZONTAL STYLING. A 5°, 5%" and 12” Golden ING CABINET. One 5’ and two 5%" speakers in each unit, 


Voice speaker is at either end of cabinet. Custom, 4-speed plus one 15” in Master Control and one 12” in matching unit. STEREO PORTABLE Deluxe, 4-speed automatic changer. 
automatic record changer. 40 watts of power (20 for each Separate Loudness, Bass, Treble, Function, Compensator, Stereo cartridge. Golden Voice* speakers—one 5%” in de- 
channel). 6 Controls, separate Loudness and Balance and Balance Controls. 40 watts of power. Custom, 4-speed tachable lid, the other in Control unit. Dual flip-over, sap- 
Controls. AM/FM tuner, extra. Model SK13. Finishes: automatic changer. AM/FM tuner, extra. Model SK14 Con- phire styli. Balance and Acoustinator Tone Control. Model 


Mahogany, Blond Oak or California Mahogany. sole. Finishes: Mahogany, Blond Oak, Walnutor Cherrywood SF11. Brown or Blue leather-textured miracle fabric covering. 


These matched Motorola components are what define sharply the difference between Stereo High Fidelity 
and just High Fidelity. Here's a difference your prospects can hear. One you can sell. 


Custom, 4-Speed Auto- 
matic Record Changer. 
Studio-type with rubber- 
matted turntable. Ball-bearing 
drive eliminates rumble and 
“wow. Flip-over diamond- 
sapphire styli play Stereo 
Hi-Fi records. 





New Dual-Channel Ampli- 
fier. Up to 40 watts peak 
power (20 for each channel) 
200 times audio potential 
needed for average listening 
Each channel full-range high 
fidelity. Push-pull output 
stage. Cross-over network 

















Up to 8 Matched Golden 
Voice* Speakers In Each 
System. More than covers 
audio range. All speakers are 
matched and balanced to cab- 
inet and circuitry. Plays High 
Fidelity records through all 
speakers for even fuller tones. 





Solid-Wood Sound Enclo- 
sures. Best resonance and 
tone projection from sturdy, 
solid lumber core wood cabi- 
net construction. Anti-vibra- 
tion board eliminates acousti- 
cal feed-back between speaker 
and changer 


( rT 
WHY NOT JOIN THE TEAM? AA 
Your Motorola distributor can give you all the facts 
in just 5 minutes. Call him today! 


* TRADEMARK OF MOTOROLA, INC. **PRICES SLIGHTLY HIGHER SOUTH AND WEST World's Largest Exclusive Electronics Manufacturer 


ELECTRICAL MERCHANDISING—OCTOBER, 





1958 








PAGE 21 





HOW'S DUSIMOSS ? acces ine answer tor 26 key markets 


which embrace over 17% of the U.S. buying public. Based on flash 
reports from leading utilities, this chart provides you with the 
most authentic, up-to-the-minute index of retail sales yet available. 
It’s another ELECTRICAL MERCHANDISING exclusive. 
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*Not Available Change of! ess than 2 of 1% 


United Illuminating Co. =16 425 - 7 +31 = 6 - 4 =22 444 - 2 
23 + 44 18 + 14 10 8 7 25 1] 
N. Y. State Electric & Gas Corp. #12 #23 +17 - 3 + 6 +32 + =19 
11 6 12 3 12 11 53 
Jersey Central Power & Light Co. 437 +68 #13 =20 +31 +80 +88 4163 421 
+ 3 + 55 19 13 + 6 + 14 + 23 1] + 15 
New Jersey Power & Light Co. =-11 > a + 6 +81 =34 =-14 487 423 
16 + 4 3 + 42 12 4 + 18 44 
Philadelphia Electrical Assn. =16 434 =-31 - 2 =-18 =-12 =-19 +101 =-13 
20 5 15 19 i 13 19 9 11 
Pennsylvania Electric Co. =25 =- 5 =-27 + 7 =22 -12 =16 -44 =14 
26 10 32 2 23 16 11 48 17 
West Penn Power Co. =- 3 +56 - 3 + 5 - 1 421 414 - | + 7 
19 + 17 18 1] 12 5 10 20 12 
eran emanate eet SUR RRR Ons here comme oe a 
Dayton Power & Light Co. = 9 #39 “3 -40 - 4 430 =-13 =30 427 
22 + 38 14 13 9 2 39 32 14 
Commonwealth Edison Co. 424 - 7 - 6 - 9 =- 2 =46 ' 
+ 12 4 2 : 1] 8 on 
Kansas Gas & Electric Co. - § 473 sth 4381 =15 438 +9 =-70 +9 
12 + 19 8 + 83 20 9 + §8 10 12 
Nebraska-lowa Electrical Council =27 #35 + 6 - 6 +10 +44 +14 =83 #15 
23 + 26 es + 37 1] 3 39 4] 17 
IN THE SOUT = a a 
Kentucky Utilities Co. =10 +54 -18 +17 “14 #35 +29 + 5 + 8 
13 + 22 10 + 12 6 + 13 +t §5 14 10 
Chattanooga Electric Power Bd. =21 =-18 =17 +! 1 - 3 424 + 8 =32 ' 
32 + 14 19 20 14 i 42 17 18 
Nashville Electric Service + 9 +31 ' + 1 414 ’ 
y + 25 3 9 5 
Florida Power Corp. +52 #132 = 4138 +42 “ 12 +90 =27 +22 
+ 23 + 30 57 + 42 3 6] 10 10 + 18 
Florida Power & Light Co. = 6 +15 =29 + 8 e 5 +30 = 9 +90 + 2 
32 9 26 - $$ 18 14 38 + 19 4 
Tampa Electric Co. = 9 +23 +36 + 1 ale 412 -15 +18 =16 
17 + 34 3 + 33 17 + 16 33 + 25 17 
IN THE SOUTHWEST S=eeeeeeennnes i acecedieenaietiiiiinedien ‘ | 
Dallas Power & Light Co. -11 +27 -12 =14 - 7 = 1 +38 -78 =26 
3 + & 2 + 19 ** 4 + 31 27 19 
Southwestern Gas & Electric Co. = 8 +100 #12 - 4 =-17 +26 +11 -17 =-22 
12 + 27 + 2 21 15 5 | + 4 ss 27 
New Orleans Public Service, Inc. 421 +20 +100 : - 8 =-38 +162 =-28 + 8 
17 10 + 24 ‘ 20 5] 37 7 20 
Gulf States Utilities Co. +54 4158 ' +41 : . 
, : 12 92 | , 7 | : ; ; 
IN THE WEST io renner emcee pea ance nn mmm 
Appliance Merchandisers Assn. + 6 =16 +260 4371 +98 495 #99 =- 9 =-35 
9 23 + 42 + 113 + 20 + 4 33 10 16 
Idaho Power Co. + 2 = 3 + 2 - 6 - 7 =-15 . . 
- 7 7 ine ] + 5 6 
Pacific Gas & Electric Co. =-17 + 3 - 7 =-13 =22 =-11 =-11 =-18 -15 
5 + 22 + § 1 7 ite + 6 17 5 
Pacific Power & Light Co. +28 + 6 =24 + 4 =10 =30 | = 5 4128 =24 
12 25 21 11 18 21 + 5 + 69 14 
Washington Water Power Co. 422 a =10 + 1 433 +44 +196 =o 
5 1. 7 i 5 21 + | 18 | 1] + 86 | 26 
NATIONAL oe . ‘ * “oa ' ee et oa 
July - § +22 =- 3 #12 = 8 | + 1 | + 5 =17 - 9 
Year to date 13 + 13 - a + 4 11 8 5 14 10 
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This exclusive, extra-slim 
silhouette is unmistakably 
Motorola at a glance. 











undreamed-of luxury in a radio 


MOTOROLA 5-WAY 


PUSHBUTTON CLOCK RADIO 


@ Turns Radio On 
@ Turns Radio Off 
@ Awakens with Music ' 
@ Buzzes an Alarm 
(following 10 minutes of music) 
® Lulls to Sleep with Music 
(for 15 to 60 min., then shuts off) 
With sweep-second hand. Luminous Hands. High- 
impact Polystyrene 2-piece styling. Model 5C16. In 
Mocha and Antique White, or Antique White. 
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NOTHING ON THE MARKET CAN MATCH IT in looks or performance. Actually 
more than an inch shallower than other radios. 5 tubes plus rectifier. Tuned RF stage 
and 3-section gang to increase selectivity and sensitivity. Model 6T15. In festive 
. either Tan or Brown front with Tortoise-Shell, Leather- 
Texture Back. Available in four different models and color combinations. Profile- 
styled models begin at $24.95. 


2-tone combinations . . 





YOU'RE PROTECTED AGAINST OUT-OF-POCKET REPAIRS BY A 
90-DAY MOTOROLA GUARANTEE ON ALL PARTS AND LABOR. 
WHY NOT JOIN THE TEAM ? Your Motorola distributor 
can give you all the facts in just 5 minutes. Call him today. 

















FERRITE-ROD ANTENNA. De- 
livers most sensitive reception pos- 
sible in radios of this size. Picks up 
stations too distant for ordinary types 
of antennas to receive. Delivers them 
loud and clear. 


VERNIER TUNING. This extra- 
quality Motorola feature guarantees 
the most accurate fine tuning possi- 
ble. It “‘zeros-in" any station on the 
dial quickly and easily. 


LOUDNESS CONTROL. This hi-fi- 
like control more sensitively repro- 
duces rich, full lower tones at normal 
listening levels. Makes possible a har- 
monious sound at any volume level. 


epjanm 


ONLY MOTOROLA 
DEALERS CAN OFFER 


__ Styling 


IN 'S9S TABLE RADIOS! 


® 


Features the shallow, clean lines of a portable radio 





































SELL INSIDE! 


NEW AUDIO OUTPUT TRANS- 
FORMER. Extends the bass re- 
sponse by a full octave. Gives a wider 
response at lower frequencies. For 
finest sound at all volume levels. 


PUSH-PULL ON-OFF. Pull vol- 
ume control knob out, station comes 
on at sound level you left it. Push 
volume control in, radio's off. No 
knob-turning necessary. 


GOLDEN VOICE* SPEAKERS. 
Special Alnico 5 permanent-magnet 
speakers are matched to components 
and cabinet size. Give clearest full- 
bodied sound possiblein atable radio. 
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Once upon a time, aman named Joe {5.5 


started an appliance repair shop. Joe was a good 
repairman, friendly, and well liked. Soon, he had a good 


share of the appliance service calls in his area. In fact, business 


got so good, Joe had to hire additional help 


While business got busy, profits were wis) 


—— 
Then one day, while on an electric range 


~< ) service call, 
Joe discovered -— ¥/ 


ya 


a — 
one of the reasons. Determining 


the correct replacement unit, then searching among jobbers 


a 
JOE @ : ‘ 
lo SO to find one was taking more time Y than to 


actually make the repairs. Considering time, gasoline, 
oil, tires, loss of other business . . . Joe had really Jost money 
— — UA 


2 on the job. Joe figured there must 





be some way to cut down all this running around for parts... 
so he could make a decent profit repairing ranges. 


Joe was right. Chromalox had the answer, all 





in one small package, “and Joe bought it. Now he 
completes range repairs on his first call. 

In a space less than 2 cubic feet, Joe now carries right 
in his truck aa everything he needs to replace any 
standard range surface unit. And his whole Chromalox 
“truck” inventory (5 replacement elements and 7 adaptor 
rings) cost Joe less than $50. 

How about you? Got a hole in the dike? Why not talk 
with Joe* and find out how Chromalox saves him money on range 


service calls. And not just with surface units. Chromalox has a 


complete /ine for electric range and water heater replacement calls: 


Ny A) <5 
~" ————— —O) A 
ef 





Surface and bake elements for ranges . . . flange and screw- 


plug immersion elements and wrap-around elements for water 
heaters ... plus water heater thermostats. Joe makes a tidy 


profit with all these. So can you! —_— 


*In the event Joe is out on another profitable service call... call your 


Chromalox Distributor. ra ae . «write Edwin L. Wiegand Company. 


4 


(om mm aon) me: a oem 4 
Eletue. Steate 
INDUSTRIAL + COMMERCIAL + RESIDENTIAL 


EDWIN L. WIEGAND COMPANY 
7525S Thomas Boulevard * Pittsburgh 8, Pa. 
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taking STOCK: a cctnren 


in which the stocks of 52 key firms within the industry behaved dur- 
ing the past month. This unique summary is another exclusive ser- 
vice for readers of ELECTRICAL MERCHANDISING. 


How The Industry Behaved Week By Week 
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STOCK AND DIVIDENDS 1958 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW AUG. 15 SEPT. 15 CHANGE 

NEW YORK 
STOCK EXCHANGE 
Admiral Corp. 14% 7 10% 13% +3% 
American Motors 18 8 16’ 18 +1 
Arvin Ind. 1E 29% 23% 24% 26% Ye 
Avco Mfg. 30E 8% 5% 8% 8% + VY 
Black & Decker 2 51% 36 49% 49 VY 
Borg Warner 2 35 25% 33% 34) t % 
Bulova .80E 14 9% 13% 12% Y% 
Carrier 1.60E 43 32% 39% 41% +2 
Chrysler 1 “4E 57% 44 52% 56% +3% 
Colgate Palm. 3A 65% 48 61% 64% +2 
Decca Records | 16% 13% 14 15% +1% 
Emerson El. 1.60 42% 29 39% 41% +-1% 
Emerson Radio 9% 4 7 9 +2 
Fedders Quig. |! 14% 11% 12% 13% + ¥% 
Firestone 2.60B 109% 82% 98% 109% +10% 
General Electric 2 68'A 57 64 68'A2 +4 
General Motors 2 45% 33% 43% 45 +1% 
Hoffman Electric | 30% 21 28 29% +1% 
Hupp Corp. 5” 2" 4% 4p “% 
Magnavox 1148 41% 30% 36’ 41% +5¥% 
Maytag 2A 39% 23% 36% 38% +1% 
McGraw-Edison 1.40 39% 31% 36% 39% +2V% 
Mpl. Honeywell 1.60A 101% 76 96% 100% +4, 
Minn, Mining & Mfg. 1.20 97% 73% 90% 97 + 65% 
Montgomery Ward 2A 39% 28 38! 382 - 
Motor Wheel .55E 16% 12% 15 15% + “ 
Motorola 12 48 35 43% 47% + 42 
Murray “P 32% 19% 29? 27% 1% 
Philco 22% 12% 18% 22 +3% 
Procter & Gamble 2 68% 55 65% 66% + ¥% 
R.C.A. 1A 39% 30% 35 392 +A 
Raytheon 1'4T 40% 21!" 33% 39% +6% 
Rheem Mfg. 15% 10% 14 13% Ya 
Ronson .45E 10% 7% 8% 8% Va 
Schick .20P 14% 8% 10% 10% + YF 
Scovill Mfg. %P 28 19 22% 22% Ye 
Sears Roebuck 1A 345 25 31% 33 +1% 
Servel 10 4“ 8% ~ “ 
Smith (A.O.) 1.60B 39% 25% 34% 39 +4 
Square D 1B 26% 20% 24 26% +2% 
Sunbeam 1.40A 54% 39% 50% 54 +3% 
Sylvania El. Pd. 2 43% 31% 39% 42% +3Ye 
Welbilt 3% 1% 3% 3% - 
Westinghouse 2 65'A 55’ 61% 64% +35 
Whirlpool %E 24% 16” 23% 24% + % 
White Sewing 8 4%, 6% 7% + % 
Zenith Rad. 1H 114% 67' 94% 112 +17% 
AMERICAN 
STOCK EXCHANGE 
Du Mont Lab. 5% 3 4“ 3% ”~ 
Eureka Corp. %, a Ne Ae — 
Muntz TV 1 ¥% Ye 1 + ¥% 
Singer Mfg. 2.20 432 32% 41% 42 t1% 
Skiatron 7% 3% 6% 6 Va 




















A—Also extra or extras. B—Annual rate plus stock dividend. E—Declared or paid so far this year. G—Paid 
last year. T—Payable in stock during 1958, estimated cash value on ex-dividend or ex-distribution date, H 
Declared or paid after stock dividend or split-up. P—Paid this year, dividend omitted, deferred or no action 
taken at last dividend meeting 
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economic currents 


Congress Gives Dealers 


A Helping Hand 


By the McGraw-Hill Dept. of Economics 


PPLIANCE dealers—and small business generally 
d will get a helping hand from some of the new laws 
passed by Congress this year. They give help where it is 
most appreciated, in the pocketbook. 

Some of this help comes through changes in the tax 
laws. Others come through expansion of government 
lending programs for small business. Congress this year 
also made some important changes in excise taxes on 
appliances. These should help sales of some appliances, 
though most are still burdened with 5 percent or 10 per- 
cent taxes at the manufacturer’s or retail level. 


HELP ON TAXES. The biggest break small business 
gets right away is in a new tax deduction for deprecia- 
tion. The Treasury Department estimates it will mean 
$175 million less in tax revenues for the government the 
first year it’s in force. That means business will be hold- 
ing onto $175 million more. 

Here’s how it works: You can now take an extra 20 
percent deduction for depreciation—in addition to the 
regular deduction—on up to $10,000 of equipment in the 
first year after you acquire it. If you make your business 
income tax report on a joint husband-wife return, you 
can take the 20 percent deduction on up to $20,000 of 
equipment. 

This new 20 percent deduction can be applied to any 
equipment bought after December 31, 1957—new or used 

if it has a “useful life” for depreciation purposes of 
six years or more. 

The new depreciation provision is open to all business 
firms, large or small. But the low limit of $10,000 makes 
it proportionally a better deal for small firms. In practi- 
cal terms, the extra 20 percent depreciation deduction 
means you can deduct from your profits up to $2,000 on 
which you would otherwise have to pay income tax. 

Another break, this one for closely-held family busi- 
nesses, allows estate taxes to be paid in installments over 
ten years. Previously these were due in one shot, and if the 
business accounted for most of the value of the estate, this 
made it hard for the family to hold onto it. 


HOW TO RAISE MONEY. A new program to provide 
financial aid should help relieve one of the toughest prob- 
lems for small business—raising capital. Congress set up 
a loan fund of $250 million to help finance a new system 
of investment companies which will make long-term loans 
and equity-type investments in small businesses. 

If it works as intended, this plan will open up a new 
source of capital—at moderate cost—to small firms that 
now have trouble getting loans or equity capital. 


SOME RELIEF ON EXCISES. The new excise tax 
changes will remove federal taxes on electric floor polish- 
ers, refrigerator components when sold separately, fans 
used in stores and other business places and clocks sold 
as parts of other articles (including stoves). Manufac- 
turers’ excise taxes will now cover all record players, but 
not tape and wire recorders. 

Though appliance dealers would still like to see more 
of the federal excise taxes lifted, many of them stand to 
get real help from the other changes and the new small 
business financing program adopted this year. End 
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I, takes an 
expert to know 
the difference! 


another product of .... 
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In a polished gem, it takes an expert 
to see the flaws that differentiate a 
perfect stone from a gem of indiffer- 
ent value. The same is true of modern 
water heaters...to an even greater 
degree. Even an experienced engineer 
can’t tell at a glance whether an auto- 
matic water heater can give your cus- 
tomer the kind of service he has 
every right to expect. BUT... under 
the shiny, fancy shells, you'll find a 
world of difference. Toastmaster Au- 
tomatic Water Heaters are designed 
and fabricated with heavy-duty mate- 
rials intended to assure years and 
years of superior performance. It 
doesn’t take an expert to tell you that 
strict adherence to quality specifica- 
tions has been profitable... not only 
to distributors and dealers, but in 
customer satisfaction over the years. 
Many Toastmaster Automatic Electric 
Water Heaters have been in daily 
service for 20 years. And there are 
records of some models in operation 
for 30 years and more! 


Quality construction means quality 
service. Sell quality ...sell Toastmas- 
ter Water Heaters! 


i 





EIR) . 


SS 


McGraw-Edison Co., 
Clark Division, 

5201 W. 65th St., 
Chicago 38, Ill. 
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with your name and 
address on the cover 


This brand new Electrical Christmas Gift Guide 
lists the newest, most widely advertised electrical 
gifts that will sell best. Pictured and described 
in its pages are the handsomely styled appliances 
that will put new excitement into Christmas 
shopping for your customers and keep the mer- 
chandise moving across your counters. Every page 
illustrates and describes the latest in electrical 
gifts ...all nationally advertised ... best known 
. and most wanted. 

















K al 


' ae =— 7, Ge 
VY) == Ss MN lL. fee 
458 DEB. CO) ¥ Un 2 8 DB) D3 Op Ae. 8 PA'S D5 BB E33 BD) é 
= , INC. 


= IW 


y ? * 
SPYZA \\\V 


PAGE 26 OCTOBER, 1958—ELECTRICAL MERCHANDISING 








LY! 


to your customers 


TU 
er 


uide 
rical 
ibed 
neces 
mas 
mer- 
page 
rical 
own 











prospects 


HOW TO MAKE 


420 LEXINGTON AVENUE, NEW YORK 17, N. Y. 


ELECTRICAL MERCHANDISING—OCTOBER, 


Use It for Direct Mail. Carrying your store name 
and address on the front page, the inexpensive 
Guide is ideal to spark your direct mail campaign 
to every customer and prospect in your whole 
trading area. Can be mailed in bulk. Minimum 
order: 1000. 

Phone Your Graybar Salesman. Have him go over 
the Guide with you. Get his suggestions for dis- 
plays and demonstrations, telephone promotions, 
local newspaper ads. He’ll bring you the benefit 


Please have a Graybar Representative call [| 


each 


(1000 minimum order) 
@ with your imprint on the cover* 


®@ prepaid to your place 
of business 












THIS GIFT SELECTOR SELL BEST FOR 


of his experience with other stores in other loca- 
tions, plus his own first hand knowledge of the 
most attractive selling points of all these new 
electrical gifts. 

And Get all the New Facts About the 1959 
Graybar Housewares Catalog . . . irons, toasters, 
frypans, clocks ... for weddings, showers, gradua- 
tions, birthdays. Here’s your key to year-round 
electrical gift business. Don’t put it off. Call your 
Graybar Representative today! 


J iNdicia also, Ww you desire 


! would like more information on how to cash in on Graybar’s new 


Electrical Christmas Gift Guide ["] 
Name 
Store 


Location__ 
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BEST KNOWN, MOST WANTED ELECTRICAL GIFTS ARE 













IN OVER 130 PRINCIPAL CITIES 
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NEW 


Youngstown TAPPAN 








DISHWASHER AND BUILT-IN RANGE, 54 INCHES WIDE—*75 LESS 


YOU SAVE 30 INCHES OF FLOOR SPACE with the Youngs- 
town-Tappan Special 54. Regular installation of dishwasher 
and built-in range would take at least 7 feet. 


YOU SAVE $75, AT LEAST! No counter top for over the 
dishwasher. No base cabinet for under the surface units. 
[his one, wonderful “‘cooking-clean-up-center” costs at least 
$75 less than conventional installation. 


YOU SAVE HOURS OF INSTALLATION TIME! No wall alter- 
ation. No cut-outs. No carpentry of any kind. Just a fast, 
simple set-up of the combination unit. 


SELL CUSTOMERS YOU NEVER COULD SELL BEFORE! People 
with small kitchens who have admired the built-in look. 
People who would love to have a dishwasher—but just don’t 
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have the floor space. Now they can be sold! Sell the people 
with larger kitchens, too! What a wonderful start for custom- 
ers who want to completely re-model their kitchens a little 
bit at a time, as they can afford it. 


TWO OF THE MOST WANTED APPLIANCES! 
TWO OF THE INDUSTRY’S MOST RESPECTED BRANDS! 


Youngstown TAPPAN 


King-Size 30-Inch Fully Automatic 


Front-Loading Dishwasher Electric Built-In Range 
SPECIAL INTRODUCTORY PACKAGE DEAL ..: 


CALL YOUR YOUNGSTOWN DISTRIBUTOR TODAY 
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heim. business traditionally is an 
A important part of a TV appliance 
dealer’s volume. This year it should be 
even more so. Surely this fall for the first 
time in several years we should be show- 
ing plusses over previous years’ totals. 


GET AN EARLY START. Years ago, 
people put off their Christmas shopping 
until just a couple of weeks before Decem- 
ber 25th. In recent years, led by depart- 
ment stores, Thanksgiving Day has usually 
signified the start of intensive promotion, 
and this has been moved back a week at 
times to give additional time for shopping. 
This year the word is out—we are stretch- 
ing the buying season. Department store 
decorators have gotten the word to put up 
holiday decorations the first week in No- 
vember. We should be ready, not only by 
decorating our windows and our stores, 
but having our advertising and promotions 
planned for the gift-giving public. We 
may also expect most of our competition to 
be open every night during November and 
December in metropolitan markets. If you 
have not already sensed the need for being 
open at night, for the convenience of your 
customers, so that the husband and wife 
can shop your store together, now is the 
time to make plans to do so. We are fortu- 
nate that everything we sell can be put 
in the gift category. If it isn’t appropriate 
for some single member of the family, 
many of the things we sell are wonderful 
gifts for the whole family. 


HOW TO PLAN FOR CHRISTMAS. 
In our planning, our first responsibility is 
in our buying, and here it is well to take 
into consideration that people are much 
more luxury minded at holiday time. Your 
customers are apt to buy higher priced 
items in all categories, whether for their 
families or for their friends. This is the 
time when we can truly sell-up if we pick 
the right merchandise and then get our- 
selves and our salespeople excited about it. 

Next, we should spend additional ad- 
vertising money to attract people to our 
stores and make them want to shop with 
us. If you do not have a member of your 
organization capable of doing a high-class 
job of window and in-store holiday decorat- 
ing, hire a professional who will not only 
help in selecting the right displays and 
materials, but will see that it is used ef- 
fectively. Find out who does the most beau- 
tiful displays in other stores in your area. 
Many of these people are in need of more 
clients. It is also possible to hire depart- 
ment store display people to work for you 
at night and give your store that attractive 
appearance so necessary in today’s market. 
Count on using more than a single display 
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MORT FARR SAYS: You Can Cash In 
On Christmas Business 





Mort Farr, Upper Darby, Pa., dealer 


if you start your Christmas decorating 
early in November. At least change the 
merchandise if you want to attract cus- 
tomers. Remember—you are paying about 
one third of your rent for your window 
display space. Make the best use of it. 

Advertising budgets should be stepped 
up at this season in anticipation of bigger 
business and your advertising should carry 
the gift theme throughout. Play up ideas 
and features at this season rather than 
price. Use a theme such as store name— 
“The Modern Santa Claus”. Make it plain 
that you offer terms and that delivery will 
be made at the convenience of the cus- 
tomer, and if it’s to be a surprise gift you 
will gladly deliver at the day and hour 
they wish, if they shop early. Offer a lay- 
away plan and be sure to offer cash terms 
for payments in full made in January or 
even February. 


WHAT TO SELL. There should be no 
need to remind you that about 35 percent 
of all electric housewares sales are gift 
items bought in December, so be sure and 
expand your selection and have adequate 
personnel to handle this important part of 
Christmas business. Radio is another gift 
item that accounts for about 25 percent of 
the year’s volume in the month of Decem- 
ber. This year should be a great year for 
the new transistor sets and the better high 
priced units will probably be in short sup- 
ply before the gift season is over. This is 
also true of FM sets where the public in- 
terest is at a new high and the sales will 
be little short of phenomenal. Dishwashers 
are another favorite item and with 95 per- 
cent of our customers still without one 
should be an important part of our plans. 
Traditionally a lot of dryers are sold in 
December, whether because of gifts or be- 
cause of the weather. I don’t know why, but 
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ironer sales are likewise good in December 
and many are bought by thoughtful hus- 
bands who seem to recognize better than 
their wives the great benefits to be derived 
from this appliance through the years. 
Less than 10 percent of our families own 
one. Ranges, both gas and electric, have 
always sold well in November and Dec- 
ember. Because of the need for festive 
holiday meals people think often of cook- 
ing and their equipment for doing it. 
Promotions featuring free turkeys or 
complete meals for the family at Thanks- 
giving and Christmas are always a tre- 
mendous success. 

The sale of record players, hi-fi, stereo 
and tape recorders and players should be a 
real bonanza this year if properly pro- 
moted. The public is interested and all we 
need is to tell them what to buy and where. 
Let’s keep informed ourselves and be ready 
to tell a good story when the customer 
comes in. Promote these items as “the gift 
that keeps on giving”’. 

The sale of accessories is always big 
business at Christmas and can add up to a 
lot of additional dollars. Record dealers 
always do about 25 percent of the year’s 
business in December and this year stereo 
records and stereo tape should step up vol- 
ume considerably. The sale of diamond 
needles can be promoted as a gift item. 
Don’t forget to let the public know you 
issue gift certificates good for the recipi- 
ent’s own selection of records. This year, 
record racks, carrying cases and cabinets 
to store them in will be good sellers. Also, 
the sale of extension speakers to attach to 
hi-fi or radio or TV are becoming popular 
items. Be sure that gift wrapping facilities 
and materials are available and that you 
tell your customers about them in your 
promotions. 


BE AN ATTRACTION. If your store 
or neighborhood has facilities to put on 
some attraction for the kiddies, be sure to 
engage in this activity. At 69th Street we 
have pony rides, and all kinds of amuse- 
ments for which parents gladly pay to help 
defray expenses. We have a huge slide, 
animals for the kids to pet and look at. 
Each year we try to get an unusual animal 
such as a llama, a white deer or even barn- 
yard animals. Last year we had quite an 
attraction with a lion cub named “Elvis” 
who became a great pet of mine. Make cer- 
tain that the kiddies can meet Santa Claus 
either in your store, or surely in the shop- 
ping area, where you are located. Do every- 
thing to let the buying public know that 
your neighborhood and your store in par- 
ticular is Santa’s headquarters and that 
they will find attractive gifts for every one 
at your store. End 
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Trade ‘n Time 


SYLVANIA TV 


» An explosive promotion! wa 








Offer this deluxe < 
od 3 SPEAKER 
Slimline Console as a ' 


> TRADE-IN speciaL “ 


Priced for record trade-ins 
at full profit margins 


= = : HEY 
. <> 22% $s ; : $< 3 tis 
ae ; i = Epo ib 
SE SES ET Tees Stee: : ise Pali re Seb ot: 
SESESESI— teas et: PEREEPERS QottPstar it! 
a SELES | Sepeee co ceeeeetteter 
« ie = ee ia338 
i wy Slimline Console « Pet reeee 
¥ A ‘ Model 21C 519 “tt$s 
° <a 3 ; Model 21C 51 = > 
$*4 ~~ ba) x 21" overall diagonal, i 
” ‘ a  ® + = 
wy @ 2, 


261 sq. in. viewable picture 





It’s loaded with Deluxe Visible Value Features 


° Slimline Styling av wwanosome © Front Removable Filter Lens e Full-Gated AGC 
e S-110 Automated Chassis te most 
e High-Fidelity Seneets ions RELIABLE AND EFFICIENT CHASSIS IN THE INDUSTRY e Automatic Noise Gate 
from 3 Speakers e Automatic Frequency Control 
e Silver Screen 85 Picture Tube e Automatic Volume Control e High Power Video Amplifier 


Available Now - For immediate Delivery 
Cash in on the trade-in market with another sensational SYLVANIA Promotion 


Call your SYLVANIA TV Distributor Now 


PAGE 30 OCTOBER, 1958—ELECTRICAL MERCHANDISING 






FIVE 





Here are just 
a few of 

the many 
DOLE 


The first thermostatic mixing 
valve for automatic clothes 
washers. 


We also produced the first 
non-thermostatic mixing valve 
for the same industry. 


The first thermostatic valve 
which also provided cold water 
for washing or rinsing. 


We produced the first valve for 
condenser clothes dryers. 


We were the first to offer the 
economies resulting from the use 
of molded nylon valve bodies. 


The first valves with integral 
solenoids were produced by Dole. 


Dole designed and sold the 

first solenoid operated valves 
for combination washer-dryers 
including in one package control 
of wash and rinse water and 

the water needed for the 
condenser system. 


The first solenoid valves for 
portable dishwashers were 
Dole products. 


Dole designed the first storage 
type fabric conditioner dispenser. 


The first single solenoid valve 
for economy model clothes 
washers was a Dole development. 





N-10 





A new double solenoid non-thermostatic valve with molded 


integral outlet and incorporating the flow control feature in the 
outlet. Hot, mixed and cold water is provided. 





A two solenoid mixing valve with molded integral outlet and either 


restrictions or flow controls at each inlet. Provides hot, mixed and 


cold water. Inlet flow controls give a degree of mixed temperature 


compensation with varying inlet pressures. 





This non-thermostatic double solenoid mixing valve can be sup- 
plied with flow control feature. Provides hot, medium and mixed 


water. 





A three solenoid non-thermostatic mixing valve, providing control 
of hot, medium, mixed, cool and cold water. Has flow control 
feature in outlet and balancing inlet restrictions to compensate 


for inlet pressure differentials. 





nor g valve having a third solenoid for 


A non-th tati. turk 





control of cold water to the condenser system of a combination 
washer-dryer. Condenser water flows from an auxiliary outlet. 
Water through the main outlet may be hot, mixed or cold. Can 
also be applied to automatic washers to control water supply 
and operate a conditioner or detergent dispenser. 
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DOLE 


family of precision 
control valves 





Back when the first automatic washing ma- 
chine was still on the drawing board, Dole de- 
signed and built the first practical solenoid 
valve to turn the water on and off ... to control 
the rate of flow ...and to mix the water to the 


desired temperature. 

For more than 50 years the problems of control 
have been uppermost in the minds of Dole en- 
gineers. And year after year they have been 
first with new improvements ... new develop- 


ments ... new ways of doing the job better. 


Today ... Dole again leads the field with five 
new solenoid valves. Each one embodies cer- 
tain basic, proven Dole principles plus impor- 
tant improvements that contribute materially 
to the smooth, efficient operation of the ma- 
chine for which they were designed. 

This year ...as every year... you can look to 
Dole for the solution to your control problems 
... and find it. If you want details about any 


of these new valves, we'll be glad to supply them. 


First 
with the finest 
for more than 


fifty years 


Contro/ with 


DOLE 





THE DOLE VALVE COMPANY 
6201 Oakton Street ° 


Morton Grove, Illinois 
(Chicago Suburb) 
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the Key 
toa 


/SOUND 
Investment 


THE KORA AM/FM/Short 
wave — Marine Band/Phono 
graph Console featuring 
Stereo-Optimum 


Shortwave—Marine Band 
THE RHEINGOLD-TV AM/FM Phonograph Console with 
Shortwave—Marine Band record storage comp. Fea 
Phonograph Console with turing Stereo-Optimum 

21” TV by Techmaster, or 
record storage comp. Fea 
turing Stereo-Optimum 


* Ae Jala 
THE CLIVIA AM/FM/Short 
wave Marine Band Phono 
graph Console featuring 


WITH STEREO-OPTIMUM™M 














PRINCESSEN AM/FM/ Short 
wave/Marine Band/Phonc 


graph Console featuring 





FIRST and ONLY with 
SELF-CONTAINED 


wig BUTTON 


Stereo-Optimum 








STEREO 


Hi-Fidelity PLUS at NO EXTRA COST TO YOU 


It is with a sense of deep pride that we present the fabulous new Fonovox line for 

59. Pictured in this advertisement are some of the incomparable products created see Loves AM /fla/Shert 
out of an alliance which makes hi-fidelity history. Fine cabinetry crafted of the wave — Marine Band/Phono 
finest seasoned woods, finished with delicate care and hand polished to a jewelled eh ag —, 
brilliance. Designed in favorite styles in popular wood finishes to fit any decor. 

Built by craftsmen who pioneered radio and TV from its infancy and who now 

proudly present the most advanced developments in tubes, circuits and electronic 

engineering. The heart of each Fonovox product, with its fine details, can be 

compared only to the total beauty of each unit. Here is trouble free, clear reception 

and reproduction which rival units costing up to ten times as much. Truly, an 

investment in Fonovox by Loewe-Opta is a sound investment for incomparable 

listening and viewing pleasure...A sound investment in sales and profits. 











LA METROPOLE AM/FM 
Shortwave Phonograph 
Console. Featuring 8 per 
fectly matched speakers 


INVESTMENT 


The Fonovox line will 


YOUR KEY TO A SOUND 


The Fonovox line chal- 





lenges comparison in 
quality, advance design 
and styling. 


The Fonovox line gives 
you the kind of profits 
you need and want in 
today’s growing hi-fi 
stereo market. 


make your customers 
your best sales force. 


The Fonovox line intro- 
duces the irresistible 
new sound in sound... 
Stereo-Optimum. Sound 
with impact that pro- 
duces sales. 


For the First Time you can demonstrate Stereo IN MINUTES 





THE KOBOLD AM FM—Tabdle 


model featuring 
6 AM Circuits 


cuits 
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6 
10 FM 


tubes 
mM ¢ THE BELLA AM/FM/Shor 


wave—Table model 








THE MAGNET AM/FM/Short- 
wave 


THE HELLAS AM/FM/ Short- 
wave —Marine Band Table 
model with a 12-watt push 
pull amplifier 





THE MODERNA 
AM/FM/ Phono 
graph Console 
pre-wired for 
Stereo 


vox d utor nearest you 


address t 


Videola-Erie corp. 


75 FRONT STREET, 
BROOKLYN, N.Y. 


for hi 
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Shave anywhere... anytime...no plug...no cord 


Sf <= 


ae we 





, eee Bain 


wast Pan 








Amazing Shaver Advance! 


NEW! Revolutionary new type electric shaver gives clean, close 
= shaves anywhere, anytime. 
NEW! \mazing engineering concept enables Full Power shaving 
= from transistor type batteries in one compact unit that fits 
the palm of your hand! 


NEW! All the convenience of electric shaving without outlets or 
® clumsy cords... runs electrically anywhere in the world! 












Designed by Raymond Loewy Associates 


Packed with leather carrying pouch in 
SANSERS, PERRY & CLARE, WEW Caren, CONN. beautiful display-gift box. $16.95. 
























NIVERSAL € oraiess Electric Shaver 


so fabulous ...so new... so different! 


vrs 
ry 





¥ 


OPENS UP a whole new market 
in the shaver field... captures 
CLOSE, CLEAN SHAVE big extra gift sales! 


Scientifically designed precision 
shaving head. Flat, micro-thin 





mirror-polished, stretched sereen This sensational new cordless electric shaver is an amazing advance 


rets to very base of wh er 
flattens skin, pops up beard. 651 


“ip eget. ap ha ater over all ordinary electric shavers. Its revolutionary new construction 
——E— now makes possible a self-contained electric shaver that operates on 
J ordinary penlight batteries without plug or cord. Universal product 

development brings you an entirely new market for electric shavers 


with millions of new sales opportunities! 


STROKES OFF WHISKERS 


con has png pe ange NATIONALLY ADVERTISED IN LEADING MAGAZINES 
econd. Self-aligning and sel 
sharpenin No pull, no Aero 
tion, no skin burn 
ok 


Gr 


bod us 
mh de. 








= ee 
POWERHOUSE SELF-CONTAINED POWER 
BRUSH-TYPE MOTOR less aul icdmaadiitindine CONTOUR CASE 

This powerful, self-starting motor FINGER-TIP CLEANING full power and months of shay FOR EASY SHAVING 
provides clean shaves with pet Pouch of the fingers removes ing. Get added months of use Cylindrical shape fits hand. Cor 
fect quiet Hermetically sealed head for easy cleaning just with transistor (energized type rugated surface and large control 
in, never needs oiling blow out the whiskers or mercury batteries button gives natural, easy grip 

GO Wii SHAVE ANYWHERE ...No Cord...No Outlet Needed! 

M4, + 

Whe 


/ 





A — > —_- jy 
: 4 J = r "4 ‘ 

| aS a ba - . es 

=) ———— ¢ 
——— a _— 
} 
ANYWHERE CARS, TRAINS CAMPS 

IN THE HOME OR PLANES BOATS COTTAGES OFFICES 





Ideal for foreign travel— no worry about voltages 


Face -Tested FOR CLOSE, CLEAN SHAVES! 


| Manket -Sested FOR SURE-FIRE SALES! 


; Uses Four Eveready Penlight type batteries 
; or equivalent. Available at usual sourcés, 
; such as Variety, Drug, Hardware or Radio 
stores. 








LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





















Why is she so PROUD 
of her DEXTER Quicktwin? 


BECAUSE, with her Quicktwin, she can laugh at 


her automatic-owning neighbors’ needs for bleaches . . 
at their frequent servicing headaches . . . at their time- 








consuming cycles . . . and at their 3-times-as-much cost 
to own, service, replace and operate over the years. 





‘OUR GRATITUDE @ @ @ to a manufac- 


turer who, in this age of reckless mass production, still 
builds such a sincere and dependable product as our 
Dexter washer.” 

The above quotation is typical of the sentiment ex- 
pressed by thousands of unsolicited letters from Dexter 
users all over America. 


he 
“Ger Lerrers 





BOUT user-vovAlty ALONE CANNOT 


account for current Dexter prosperity. Dexter washer 
business is booming because thousands of dealers have 
found the new Dexter selling tools ‘“‘make a lot of sense,” 
and produce very profitable turnover of Dexter’s star- . 
value 1958 conventional models — 15 of them, plus auto- 
matics and dryers. 





o 
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See your Dexter distributor or write for details to 


DEXTER 


FAIRFIELD, IOWA 
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-..a very strong asset 
in meeting competition... 


99 


says CLIFF IRION, President, The Irion Company, 


Inc., El Paso, Texas 


“We operate over a large section of west Texas and New 
Mexico and we attribute a good part of our success to 
CoMMERCIAL CREDIT’S complete coverage in this widely 
spread trading area. Thanks to their cooperation, we have 
been able to establish retail outlets we could not have had 
otherwise. We can depend on them for complete knowl- 
edge of dealer and consumer financing that makes it 
easier for all of us to do business. The extra benefits of 
ComMerciAL Crepir PLAN are strong assets for our 
dealers in meeting competition from local financing 
sources. Yes, CommerciaL Crepit has really proved 

itself to me in over 25 years of use.” 


Commercial Credit dealers 
are successful dealers 








Write or call the nearest ComMMERCIAL CREDIT CORPORATION 
office for complete information on the benefits of COMMERCIAL 
Crepir PLan. Why not do it, today? 


A service offered through subsidiaries of the 








Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 . . . offices in principal 
cities of the United States and Canada. 
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For your biggest Christmas—2 great firsts from RCA Victor! 


Oct. 21, at 8 PM EDT, RCA Victor sells 
your customers with world’s first 
TV-radio network show in color and stereo! 


The greatest broadcast promotion of our time—and the 
news of the year in home entertainment! George Gobel 
stars in a stereo-colorcast on the combined NBC radio 


and TV networks! An estimated 40 million people will 





be able to hear stereo by turning on both radio and TV 
together! AND NOW—FOR THE FIRST TIME A FULL- 
COLOR 8-PAGE INSERT IN TV GUIDE SO VIEWERS 
CAN SEE FOR THEMSELVES THE DIFFERENCE 
COLOR MAKES! They just compare the full-color picture 








in TV Guide with the same scene as it actually appears 
on the show! Tie in! Put on a Gobel Party in your store 
to sell RCA Victor “Living Color’ TV and ‘Living 
Stereo” High Fidelity! 





| ee nee 





Dec. 1, RCA Victor revolutionizes gift- 
buying with 14-page Life ad—first 
lletachahle catalog for every reader! 






The greatest magazine promotion in the indus- a. cen > a ae | 
try’s history! 14 pages of the products you sell! EE *, 
A 12-page detachable Shopper’s Guide that 85 new Christmal _ 
your customers can pull out and save. Wherever from 42° tof FY?) | me) f\/ 

a copy of LIFE is read there’s page after page of SESE seg Pet yy ae nn eee 
RCA Victor gift ideas to look at, to save, to se- vi - . == 


lect from. More than 1 out of 4 New Yorkers, for 
example, will see this ad. More than 1 out of 3 in 
St. Louis! 1 out of 3 in Los Angeles! From Seattle 
to Sarasota—from Maine to Modesto—where- 
ever you are, LIFE readers will Christmas-shop 
and Christmas-buy in your store! 





2 red-hot promotions! Now see the red-hot products => 
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THIS CHRISTMAS, SELL THE TV LINE 


RCA VICTOR HAS THE FEATURES THEY WANT— including “Wireless Wizard” 


oe | 























“Wireless Wizard’— electronic remote control “One-Set” electronic fine tuning. Adjust it just Great sound plus stereo jack. Choice of from | 
that’s practical, dependable. Turns picture on or once for each channel, and the best fine-tuning to 5 speakers—even true hi-fi sound systems! 
off, changes channels, selects volume level. It’s setting is kept that way—automatically! No more Many models with stereo jack allow use of TV as 
I'V’s newest sensation! constant fiddling and fooling with dials. second speaker for stereophonic sound, 


RCA VICTOR HAS THE SELECTION THEY WANT—Jet-tested portable TV, : 



































k 
i 
} 
y' 
a 

- 

Deluxe Portable with transformer-powered Table TV with “One-Set” tuning. Adjust it once, Space-saving Console TV. Styling that customers I 

chassis. Mightiest chassis ever in low-cost RCA r'V’s finest picture stays that way. All-front really want—clean, uncluttered cabinet lines with } 

Victor portables. The Urbanite, 108 sq. in. pic- controls on The Barton, 262 sq. in. picture, a new-as-today look. The Ashton, 262 sq. in. pic- : 

ture, 3 finishes, (14PD903). 1 finishes, (21T915). ture, 3 finishes, (211921). t 









RCA VICTOR HELPS YOU SELLe GOBEL IN STEREO AND COLOReRCA VICTOR HELPS YOU 
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E # PROFIT-PROVED 10 MILLION TIMES 


rd” remote control, “One-Set” fine tuning, and TV’s finest performance! 























Extra-Value Features 
Sell RCA Victor TV Faster! 
zp e 


New-powered Tetrode and Cascode 





tuners! 

*% 10% brighter picture! 

% Pull-push on-off switch with 
“Stay-Set” volume control! 


% Keyed AGC prevents signal over- 


loading or signal fading, provides 





outstanding performance even 
in most difficult reception areas. 


*% Built-in antenna on all but the 

















‘ lowest priced portable! 
{from | Transformer-powered chassis. Every chassis a New Tube Saver. Power-Surge Resistor gives far % UHF tuner spans 70 channels in 
systems! powerhouse! And everyone transformer-powered, longer life to every single TV tube—including just 24% seconds! 
of TV as too! Printed circuits in all models assure greater the all-important picture tube! Eliminates current 
uniformity, “solid” construction. blast when set is first turned on. 


table TV, consoles, lowboys and “Living Color” TV! 
































a oe tence 

istomers Lowboy with 10% brighter picture. Keyed AGC Console with “Wireless Wizard.” Just push a Mark Series “Living Color” TV. Smart lowboy 
ines with helps deliver better-than-ever picture even in button to control this Deluxe TV at the set or with “Color-Quick” tuning, 3 speakers, 1-year 
. In, pic- weak signal areas. The Bradbury, 262 sq. in. from anywhere in the room. The Swarthmore, 262 warranty* on tubes and parts. The Southbridge, 


picture, 4 finishes, (21T923). sq. in. picture, 3 finishes, (21RD967). 260 sq. in. picture, 3 finishes, (21CD884). 


*excluding labor 


YOU SELL e 12-PAGE CATALOG IN LIFEeRCA VICTOR HELPS YOU SELLe GOBEL IN STEREO 
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Stock RCA Victor—sell more—make more this Christmas 


RCA VICTOR RADIOS AND “VICTROLAS” PUT 























=m a 
3 | i 
E* names | 5 3 
ite i « Tere Bes « iE 
, | Pa Ry 
. A TITTTT f = ep ei 
Increase store traffic with — \y ae 
“promotable” RCA Victor Budget-priced beauty. In cloud gray. Slide-rule tuning. One-knob “On-Off” Twin speakers! Electric pop-up ciga- 
table and clock-radios Phe Cole (8X51J) $19.95. In 4 other volume control. Phono-jack. In 4 smart rette lighter built into top. 3 colorful 
colors. The l yons. (8X5 $21.95 finishes. The Vewcliffe. (8X8) $29.95 finishes. The i inthrop. (OX] 1) $39.95 








Trigger impulse buying with 





eye-catching portables Plays on AC, DC or battery. Portable ‘Wavefinder” antenna turns for best New sliding bar station selector finds 
with “impac”” case. 2 smart two-tone’ signal. “impac” case. Hinged handle. — stations in a flash.**Wavefinder” antenna. 


and transistor “Personals” - . eee. eae Sees : sagas 
I finishes. The Shipmate. (1BX5) $29.95 3 finishes. The Caravan. (1BX6) $34.95 2 finishes. The Cruiser. (ABX7) $39.95 








Keep your cash registers 
ringing with ever-popular “45” Loads fourteen “45” records — nearly Portable “45.” Plays almost 2 hours of | Extra-powerful performance. Deluxe 
two hours of music! New automatic 45. music—automatically. Simulated leather. _ portable 45 “Victrola.” Simulated leath- 


and multi-spe ed “Victrolas “Victrola.” 3 colors. (7EY1) $32.95 Two 2-tone finishes. (BEY31) $39.95 er. Two-tone finishes. (6EY3) $42.95 








Sell up until you're sold out 


with new ‘Living Stereo” Handsome consolette with 3-speaker Traditional. 4 finishes. Mark VIII. Danish lowboy. AM-FM radio. Dual 
High Fidelit Panoramic Sound System. 4 grained fin- (SHP8) $249.95. With AM-FM radio. amplifier. “Room Divider” back. Three 
gh fidetily ishes. Mark XII. (SHP12) $149.95 Mark VIIID. (SHC8) $329.95 finishes. Mark VI (SHC6) $379.95 


RCA VICTOR HELPS YOU SELL e GOBEL IN STEREO AND COLOR e RCA VICTOR HELPS YOU 
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TA 4-WAY PUNCH INTO CHRISTMAS SELLING 


[ae 


p ¢ iga- 
olorful 


$39.95 


yr finds 


ntenna 


S390 U5 


Deluxe 
d leath- 


42.95 


» Dual 
. Three 


95 


OU 








Cordless table radio. Battery plays up 


to 1500 hours. 


All-transistor. 4 wood 


finishes. The Starliner. (9TX2) $69.95 


Lowest priced clock-radio in RCA Vic- 
tor history. 3-position selector. In ma- 
roon only. The Squire. (8C51) $27.95 


Turns itself off at night—on in the 
A.M. Buzzer alarm. Dial light. 4 smart 
finishes. The Palomar. (8C6) $34.95 





as ee 
*Instant-Set” levers turn on radio, ap- 
pliances, even a record player. 3 fin- 
ishes. The Herald. (9C7) $39.95 











Plays 5 years on rechargeable battery 


used with Transicharger. 


finishes. 


Q 
0 
The Transicharg Super. (1BT2) $39.95 





All-transistorized! Powered by re- 
chargeable battery. 3 finishes. The 
Transicharg Deluxe. (1BT3) $49.95 





Operates on flashlight batteries. All- 
transistor. Russet simulated leather 
case. The “Globe Trotter.” (1BT5) $65 





7-band transistor portable. Uses flash- 
light batteries. Simulated black lizard. 
The Strato-W orld Il]. (AMBT6) $195 








4-speed single-play “Victrola.” Built- 


in “45° 


steel case. 4 finishes. 


spindle. Washable vinyl on 


(LEMP2) $29.95 





Deluxe portable radio-“Victrola.” 4- 
speed phono. AM-FM radio. 2 simu- 
lated leather finishes. (9US5) $99.95 








Danish Modern. 2-in-1 pickup. Power- 


ful AM-FM radio. “Room Divider” back. 
} finishes. Mark III. (SHC3) $450 


SELL e 





Budget-priced Stereo system. “Lift- 
away lid contains second speaker sys- 


tem. Wonderful tone! 


(SES6) $99.95 





Complete Stereo Hi-Fi. Left channel 
speakers in detachable lid. Simulated 
leather. Mark XIV. (SHP14) $129.95 








“Add-on” Stereo Hi-Fi. Mark 1X. 
(SHP9) $219.95. Bench, companion 
speaker, record cabinet, B&W TV extra. 


MIGHTY ADVERTISING PROGRAM BACKS YOU 


Watch for ads in Life, Reader’s Digest, Seventeen, New 


Yorker, Sports Illustrated and other top-rated maga- 


zines. On TV and radio there’s The Perry Como Show, 
The Eddie Fisher Show, The George Gobel Show, 
Northwest Passage, Ellery Queen, and “MONITOR” 


—all reaching millions of shoppers each week with 


timely messages about RCA Victor products to help 


you sell! 
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Get set to pull that extra Christmas money into your store— 


RCA VICTOR 
RANSISTOR GIFT PACK 


priced for big volume from °44.95 





@ A choice of RCA Victor's popular Transistor “Personals,” with 
® Four penlight batteries, and an 


@ Earphone for personal listening, in 






Rees, a 


5 ages 4 


@ Sparkling plastic “See-Thru” gift box. 























Stock this “prize package” for profit, for big promotional features 


\ neat Christmas gift — a neat way to get those extra sales with metallic trim. Stock a variety of these smart Transistor 
and profits! The Transicharg Super (Model 1BT2) comes Gift Packs for a “sell-sational’’ Christmas! 

in white, turquoise-and-white, and two-tone blue. And you Order from your RCA Victor distributor today! 

can offer the same sensational Transistor Gift Pack value ar Wr SS ecmineaie ninama ie rates seisunc Md Tdding geaarney eooeed 
with RCA Victor’s Transi« harg Deluxe (Model 1BT3) — sish. *RCA trademar 


from $54.95. It’s extra powerful, all-transistorized with Zt 
fold-away handle. In pink-, green-, or charcoal-and-white y RCA) OR 


RCA VICTOR HELPS YOU SELL e GOBEL IN STEREO AND COLOR 
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ELECTRIC HOUSEWARES 


$360 Million 





RADIOS 


$100 Million 











MAJOR 
APPLIANCES 


$550 Million 








TV AND HI-FI 


$430 Million 


SIDELINES 


$722 Million 


By James J. Cassidy 
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TO BE OPENED 
BEFORE CHRISTMAS 


ore Than 
$1.5 Billion 


In Gift 
Business 


Christmas comes but once a year—and if 
you’re anxious to get your share of this 
profitable holiday business, the following 
article is “must” reading. It not only ex- 
plains how big and important gift business 
really is—it also provides you with practi- 
cal advice on how to set your own plans to 
cash in on Christmas business. 





of business from the appliance dealer’s Christ- 
mas tree. 

It’s difficult to get statistics when you're doing busi- 
ness with Santa—but as the packages at the left 
indicate, November-December volume in _ electric 
housewares, radios, major appliances and TV and 
hi-fi total $1.4 billion all by themselves. A major share 
of this goes to the appliance dealer. Add to this the 
business the dealer can expect to do in sidelines during 
the holiday season and it’s obvious that the $1.5 billion 
estimate is very conservative. 

All of these products make wonderful gifts—and 
throughout this issue you’ll find hints on merchandis- 
ing majors, TV and hi-fi as well as radio and electric 
housewares. But the latter two items are “naturals” 
for gift-giving—a fact made obvious when you glance 


MORE> 


S ANTA is dangling more than $1.5 billion worth 
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MORE THAN $1.5 BILLION IN GIFT BUSINESS 





(continued) 





Electric housewares make up a 


at the seasonal selling curves for these 
products. That’s why you'll find detailed 
discussions of the gift potentials of these 
two categories in this article. 

Electric housewares is an $855 million 
business all year. But 42 percent of it is 
concentrated in the Christmas months. It 
is money that is going to be spent only 
during November and December. It will 
gravitate toward the outlets which spe- 
cifically promote for gift business. It is 
business worth shooting for even if a de- 
partment is revitalized for the two months 
only. 

Consumers will be spending some $360 
million in the electric housewares market 
this Christmas. But when giving electric 
housewares as gifts, many lean more heav- 
ily toward some items and shun others. 

The industry, for instance, expects that 
the electric skillet will be the hottest elec- 
tric housewares gift item this season. 


shade over $50 million at retail. And 
about 80 percent of all skillets will be 
bought as gift items—giving skillets the 
highest “gift index” in the business. 

Mixers have the next highest gift index. 
Experts estimate that about 75 percent of 
them are given as gifts and 42 percent of 
the year’s mixer business will be done at 
Christmas, pegging the market potential 
in November and December at about $41 
million. 

Coffee makers do 36 percent of their 
business in November and December, car- 
ry a gift index of about 65 percent and 
produce a Christmas volume of about $30 
million. 

Toasters carry a gift index of about 65 
percent, too, and do about the same 36 
percent of their year’s business at Christ- 
mas time; year-end volume comes to 25 
million. 

Saucepans, now in their second year of 
the era of probe appliances, rate high as 


as high at 78 percent, but their sales his- 
tory is too new for the industry market- 
ing sleuths to project specific Christmas 
activity. Marketing men at one factory, 
though, did indicate to us that specialty 
dealers should do better in saucepans than 
certain other outlets since the specialty 
dealer has historically always earned a 
higher share of any new item which is still 
in its pioneering stages. 

Waffle iron-sandwich grills rate fairly 
high as gift items with an index of about 
70 percent, but their total share of the 
market is considerably smaller (about $7 
million) than the above Christmas heavy- 
weights. 

Outside the food preparation house- 
wares there are a number of other impor- 
tant items in the lineup for Christmas 
selling. 

Shavers do 45 percent of their year’s 
volume at year end, or about $60 million 
in Christmas sales. Men’s shavers are gift 


Some 51 percent of the year’s skillet busi- 
ness will be done at year end—worth a 
























gift items. Estimates place their gift index items in 60 percent of the cases. The more 






































































“lt” Dbaehe Tame | wee 
Skillets 5,200,000 51.5 80 $18.95 
Mixers 3,600,000 42.5 75 27.00 
Coffee Makers 4,400,000 36.6 65 19.50 
pesca Toasters 4,000,000 36.1 65 17.95 
the vital statistics Electric Blankets 2,200,000 57.6 60 26.00 
Clocks 8,400,000 27.9 55 6.50 
Steam Irons 5,400,000 21.7 50 17.95 
Cleaners 3,200,000 20.2 20 84.00 
Portable Radios 3,200,000 22.7 50 42.00 
Clock Radios 2,400,000 32.7 40 34.00 
Table Radios 3,200,000 34.2 25 25.00 
Portable TV 1,900,000 27.9 25 150.00 
Phonos: high end 2,000,000 35.0 35 225.00 
low end 3,000,000 40.0 60 35.00 
*Estimate; also includes intra-family gift purchases 
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$360 million Christmas package 


delicate version for the ladies ranks high- 
er: some 75 percent are gifts. 

A shade more than half of all electric 
clocks sold are given as gifts and some 
28 percent of the year’s clock business is 
done in November and December. 

What about irons, the second place 
champion in the year round electric house- 
wares volume line-up? (Shavers do $132 
million at retail; irons about $118.) 

Steam irons—the big iron category—do 
a shade more than their average two- 
month’s business in November and Decem- 
ber: 21.7 percent of the year’s volume is 
done in this period. The gift index for 
irons is estimated at about 50 percent or 
lower. It seems that women would rather 
buy steam irons for themselves than give 
them as gifts. Industry feels that women 
view steam irons as unpleasant reminders 
of laundry labors and this dampens the 
spirit of gift giving. 

Another item in the same category is 
the vacuum cleaner. It peaks slightly at 
Christmas to about 20 percent of its year’s 
volume; it carries a gift index of only 
about 20 percent, perhaps for the same 
reason as the steam iron. 

Switching away from hard goods en- 
tirely, there’s the electric blanket. It com- 
presses a staggering 57 percent of its 
year’s volume into the November-Decem- 
ber period and does about $32 million at 
retail in two months. It carries a gift in- 
dex of about 60 percent. 

In blankets, the twin size is the big 
seller, doing about 40 percent of the busi- 
ness, and perhaps a shade better than that 
at Christmas, Next is the double blanket 
with the single control. It does about 35 
percent. The double bed size with the dual 
controls does about 25 percent. 

Color preferences in blankets do not 
follow either the housewares or the radio 
preferences. Pink and blue are best; green 
is high; red is high but slipping. 

Dealers who are in this gift business at 
Christmas time ran off for us a list of 
things they consider primary to move- 
ment of gift goods. 

Display is the one weapon every mer- 
chandiser of electric housewares puts at 
the top of the promotional planning list. 
(“In the window, it sells. On display, it 
sells. In the back, it don’t. If I don’t carry 
it, it don’t.”) A display—even a poor one 

is vital to gift merchandising especially 
for the dealer whose housewares (and 
radio) department does not get too much 
attention the rest of the year. A display 
concentrating all the key gift items in the 
store at one traffic commanding point is 
the first step in telling the consumer that 
the store is in the gift business for Christ- 
mas if not all year. 
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Almost any other step toward labeling 





the display concentration as “Gift Head- 
quarters” increases the Christmas buying 
potential of the department. 

This year two major campaigns are pre- 
selling the appliance gift-giving idea na- 
tionally: Give Better Electrically, for elec- 
tric housewares, and Operation Snowflake, 
or “Make it a White (Goods) Christ- 
mas” for majors (see page 45). Both pro- 
motions will tell their story nationally 
and back it up with heavy local market 
saturation. Both campaigns supply the 
dealer with the opportunity to tie in his 
store, to mark his store as the logical 
place for the consumer to proceed should 
the national campaigns—either of them— 
sell him on the idea of giving an appliance 
as a gift. 

Grouping of gift items, and dressing 
them with point of sale material, consti- 
tures a minimum effort in reaching out 
for a share of the $460 million in electric 
housewares and radio money which con- 
sumers will spend in two Christmas 
months. 

Point of sale display material—Christ- 
mas trim, if you will—is available from 
every factory; every distributor is laden 
with it from the middle of October right 
through early December. Material in- 
cludes: signs, banners, posters; wall and 
window trim, shelf paper; gift wrapping 
paper; cardboard, pegboard, metal dis- 
plays and merchandise racks—most free 
for the asking; some free with the special 
buy. 

Christmas promotional checklists 
should include a reminder to keep a spe- 
cial eye on the man of the house. One of 
the leading makers says that the man 
may buy only 30 to 40 percent of the elec- 
tric housewares sold all year—but at 
Christmas he’s responsible for movement 
of about 60 percent of it. 

Many retailers are particularly con- 
scious of the man and beam promotion 
directly at him. One of the finest examples 
of this type of promotion is run by Leon 
Levi, a Baltimore key account. Levi takes 
a page from the department store and 
runs, during the first week of December, 
a Men’s Night. Levi lays out his main 
traffic floor with beer and snacks, adds 
distributor men to his sales staff, employs 
local models as hostesses, allocates floor 
space to as many manufacturer demon- 
stration teams as he can get—and uses 
the food they cook as refreshments. To in- 
crease the male flavor Levi also invites 
local sports celebrities to attend. The 
major idea, of course, is to get the man to 
spend his gift money on electrical appli- 
ances—especially if the gift is an intra- 
family or husband to wife purchase. 

Checklists should also include new notes 
on timing of the promotional effort. Ac- 





1958 





cording to “Departmental Merchandising 
and Operating Results,” a survey done by 
the National Retail Merchants’ Associa- 
tion (formerly NRDGA) published this 
summer, Saturday is no longer the busiest 
day for many of the nation’s department 
and specialty stores. Stores open Monday 
and Thursday nights found that volume 
on both days exceeded Saturday sales in 
1957. Last year, the Monday preceding 
Christmas (Wednesday) was the top vol- 
ume day from Thanksgiving through 
Christmas and Saturday, December 14, 
was second. Christmas this vear falls on 
Thursday. 

Advertising reflects the shift too. One 
fourth of department store newspaper 
lineage is placed in Sunday editions, but 
stores open on Thursday nights now place 
more in Wednesday afternoon and Thurs- 
day morning editions than they do in Sun- 
day papers. 


MORE> 


























Christmas in Color 


Bright red and deep green are 
traditional Christmas colors which 
may work well for store decorations 
—but don’t use them as a basis for 
ordering gift merchandise. The ex- 
perts who keep track of consumer 
preferences have this advice to of- 
fer when ordering colors: 

For electric housewares: The Na- 
tional Housewares Mfrs. Assn. sur- 
veyed both manufacturers and 
dealers earlier this year and came 
up with the following color prefer- 
ences for 1959. The chances are 
that they will also serve as a fairly 
accurate guide for Christmas, 1958. 
In order they are: yellow, pink, 
turquoise, white, red, green, blue, 
black and copper. 

For radios: Different manufac- 
turers have different opinions but 
there are certain general conclu- 
sions to which almost every one 
seems to agree. White is always 
good. Pastels or bright shades are 
better than dark. Aqua and pink 
are popular. And one manufactur- 
er, who did an extensive consumer 
sampling, found that not only red 
but lime and yellow were extremely 
unpopular. In addition to white, 
pink and aqua, this manufacturer 
found that people liked rose, tan, 
gray and black. 
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Radio's Christmas: Bigger than ever 


Radio, which has been coming back 
strong since its post-war slump and last 
year scored the fourth highest production 
year in three decades, will get an extra 
special Christmas boost from the factories 
this season. The industry historically does 
about 30 percent of its annual business in 
the November-December period; that’s 
$100 million in retail sales. Until this year, 
factories have looked to table radios to do 
a slightly better job at Christmas than the 
clock and portable categories. But that 
pattern is expected to shift sharply this 
year 

Portables, behind the surge of the tran- 
sistor portables, are expected to be the hot 
radio category. Many of the leading mak- 
ers have joined a bandwaggoning move to 
boom the transistor portable specifically 
as a gift item. 

Because of this concentrated effort—in 
both national advertising and in point of 
sale packaging—the pocket portable at 
$40 and $50 could become the hottest gift 
item in the appliance-TV lineup this 
Christmas. 


Several leading makers have taken a leaf 
from the camera business and have 
wrapped up the transistor portable and 
its accessories in special gift trappings. 
Typical is the packaging of a $39.95 pock- 
et portable with batteries, case, earphone 
as a $50 gift ensemble. Others build the 
$49.95 portable into a $60 package; or the 
$29.95 model as a $40 package. And most 
of them claim there’s 28 percent margin 
in these packages at a time when cash 
business is being done and the squeeze for 
the discount is somewhat lessened by the 
spirit of the season and the last minute 
pressure to grab a gift for the uncle who 
has everything. 

This special gift push by the manufac- 
turers and the steadily increasing popu- 
larity of the pocket portable has already 
caused a shift in the factory production 
mix. Leading retailers will be shifting 
their mix too. For Christmas 1958, their 
radio open to buy will be allocated differ- 
ently than it was last year. 

The key to getting the maximum share 
of radio volume while radio is in its hot- 


test selling period of the year, is to have 
the right goods in the right proportions. 
Last year the magic mix could be had by 
putting about 40 percent of the radio 
order for November and December into 
table models, about 35 more in clock ra- 
dios and the remaining 25 in portables. 
This year the trends point to a complete 
turnabout. 

ELECTRICAL MERCHANDISING asked lead- 
ing factories and retail merchandisers to 
recommend how the retailer should allo- 
cate his radio money in this first big year 
of the transistor portable. The consensus 

presented as a chart below—shows that 
the third place portable of last year has 
changed places with the first place table 
model. Clocks are expected to hold their 
relative importance. 

Portables this Christmas should com- 
mand 40 to 45 percent of dealers’ radio 
investment and the great majority of that 
order should go into $40 and $50 transis- 
tor portables. Clocks should get some 35 
to 40 percent of the budget with a shade 
more than half that order going to the 


How to Build Your Radio Stock for Christmas Gift Selling 


In making up your radio order, 
break it into units like this 

Get 40-45 percent 
in PORTABLES 


and split 
them like this 


40 percent on $40 transistor models 
40 percent on $50 transistor models 


10 percent on higher and lower priced transistor models 


10 percent on three-way and tube portables 


You can expect pocket sets to outsell conventional models 


in 70-30 ratio; but non-pocket sets are on rise 





Get 35-40 percent 
in CLOCK RADIOS 







and split 
them like this 


50-55 percent on multi-function models at $40 
35-40 percent on one-switch models at $30 
5-15 percent on low-end models 


You can expect multi-function (sleep, snooze, appliance 
outlet) models to outsell single switch by 65-35 ratio 





Get 20-25 percent 
in TABLE RADIOS 


and split 
them like this 


50-55 percent on $20-22 sets 


35-40 percent on $25-30 sets 


5-15 percent on higher end sets 


You should watch high-end AM-FM if your market is hot 


in hi-fi or heavy in FM broadcasting 
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$40 model with sleep switch, snooze alarm 
and appliance outlet. 

Remaining radio money—20 to 25 per- 
cent of the total—should go to table mod- 
els with the accent on the $21 level, fol- 
lowed by $29 models. There is a further 
trend in table models seen by factories this 
year. They expect that the big accent on 
quality of sound pitched by both TV mak- 
ers and phonograph makers last year and 
this year, and the arrival of stereo, may 
produce definite sound consciousness in 
radio buyers this Christmas and result in 
better movement of bigger ticket radios 
with bigger speakers, multiple speakers, 
tone controls and in-put jacks. Certainly 
retailers in very hi-fi conscious markets 
and in markets where FM radio is popular 
should keep the budget open for some in- 
vestment in high-end radio. 

The transistor has made radio a new 
business. Many of the traditional radio 
outlets, which since the war have stood by 
and watched other outlets take a big share 
of radio volume, might well use Christmas 
as a time to revitalize their radio depart- 
ments and re-evaluate the importance of 
radio to them. 

There will be some 8 million units of 
radio sold at retail this year, about 10 per- 
cent off from 1957’s near-record 8,800,000, 
and industry marketing men are seeing 
the unit sales curve on an upswing which 
will push unit sales to 15-year record 
highs in the next five to six years. They 
project 10 million unit sales for 1968. 
They insist too that radio is actually a 
cleaner business than it appears, that peo- 
ple won’t haggle for $8 in a $40 radio the 
way they will haggle for $40 in a $200 TV. 
They point out that the going price 
percentage wise—is firmer than in TV; 
that there’s more profit in $200 worth of 
radio than in $200 worth of TV. 

Factory marketing men also point out 
that the transistor has rendered meaning- 
less the high saturation curves of radio 
and that the entire radio population of 
the country is just now starting on a long 
second go around under the aegis of tran- 
sistorization. They see that transistors 
have not even begun to exploit obsoles- 
cence in other areas of the radio mix like 
cordless table radios, and innovations in 
clock radios. 

If transistors did not in themselves earn 
radio a second look, stereo would. If 
stereo on tape and discs revolutionizes the 
recorded music business as it well may in 
time, radio, if chained to monaural music 
broadcasting will find itself producing an 
obsolete product. “Broadcasting,” one ex- 
ecutive tells us, “will have to go stereo too. 
And when it does, every radio receiver in 
the country will be obsolete. In effect, 
we'll be starting all over again and we 
have about 100 million radios in use to 
replace.” 

Both stereo and transistorization mean 
pioneering of new products. And that’s 
important to traditional outlets. There’s an 
axiom which says that the traditional out- 
let always gets the largest share, initially, 
when there’s pioneering to be done. 












These industry-wide promotions are designed to 
help the dealer get his share of Christmas business 


Gift fever in the electric house- 


wares business should be higher this 
year than it has ever been. For the 
first time, the industry has united 
behind an all-out $5 million consum- 
er campaign designed to pre-sell the 
gift-giving idea at Christmas. 
Fourteen leading manufacturers 
have pooled advertising monies to 
ballyhoo “Give Better Electrically” 
in a 10-page super advertisement in 
the November 15 Saturday Evening 
Post. The Post claims 20 million 
readers will be exposed to copy and 
color product pictures pitching 23 
electric housewares items and 13 
brands as perfect Christmas gifts. 
To keep the “Give Better Electric- 
ally” fever high in local markets and 
boost it again and again, the mem- 
ber manufacturers will use GBE in 
their national and local ads in all 
media; utilities will tie-in; newspa- 
pers will create local GBE advertis- 
ing supplements. All these activities 
will be aimed at the local market 
from November 12 to December 25. 
The basic tie-in move by dealers 
should be to identify the store as the 
market place in which gift electric 
housewares may be purchased. For 
this fundamental move a point of 
sale kit is available from utilities— 
including a 20-foot GBE banner, 
GBE ad mats, catalogues, and myri- 
ad merchandising tie-in aids are 


Give Better Electrically will launch 
its Christmas gift promotion with 
10-page color ad in November 15 
Saturday Evening Post. Tentatively 
laid out like this one, ad combines 
23 electric housewares products 
from 14 advertisers including: Uni- 
versal, Westinghouse, Oster, Silex, 
Waring, Norelco, Knapp-Monarch, 
Toastmaster, General Electric, 
Singer, Westclox, Remington Arms, 
RCA-Whirlpool and the Yellow 
Pages. Highlight of dealer tie-in 
kit is a 20-foot streamer identifying 
stores as gift headquarters. 


Here comes the White Christmas Special... 


loaded with ideas ond maternals to help yoy sel! more 


appliances! Now's the time to plan for 
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utility, 
your distributor, your manufacturer, 
the Saturday Evening Post and Live 
Better Electrically headquarters at 
Box 505, Great Neck, New York. 
Continuing its four-year effort to 


available from your local 


get major appliances into the Christ- 
mas gift stocking, U.S. Steel will en- 
courage consumers to “Make it a 
White (Goods) Christmas” with six 
Operation Snowflake commercials on 
its national TV show, 5000 network 
radio and TV spots and 500 news- 
paper ads in 400 markets. 

Chief vehicle for parlaying the 
white goods gift idea in the local 
market will be a multi-page newspa- 
per supplement whose editorial mat- 
ter is designed to create a new sea- 
son for appliance merchandising— 
a Christmas gift season. 

Last year’s supplement was used 
by some 3000 newspapers delivering 
nine million ad lines locally and this 
year’s effort could generate as much 
as $4 million in newspaper space. 

Dealers may tie in with this na- 
tional major appliance gift effort by 
identifying themselves as Operation 
Snowflake stores using a variety of 
point of sale material available from 
Steel, from the local utility and the 
local newspaper. Write Robert My- 
ers, Director of Market Develop- 
ment, U. S. Steel, 525 William Penn 
Place, Pittsburgh. 
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Pitching white goods as Christmas 
gift item, U.S. Steel launches its 
1958 version of Operation Snow- 
flake on its own national TV show 
six weeks before Christmas Eve and 
parlays the campaign through news- 
paper supplements in some 3,000 
local markets. Steel offers a dealer 
tie-in kit like this free, but also of- 
fers, at nominal prices, far more 
elaborate point of sale trim for the 
store’s walls and windows including 
fluorescent red satin-like banners, 
Santa Claus figures with styrofoam 
beards. 
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Ways to Boost 
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Christmas Business 


They’re all different ... and they’re all tested and proven. They’ve 
worked for dealers in the past and chances are good that among them 
you'll find just the idea you’ve been looking for in planning your 
Christmas merchandising program this year. 


A “Poker Game’”’ 
Spurs Store’s 
Salesmen 


JOKER took the gamble out of pre- 

Christmas volume for F. G. Vinyard, 
head of Maytag Sales & Service Co., 1732 
First Ave., Birmingham, Ala., last year. 
In a sales incentive activity, Vinyard as- 
signed a cash value of from 50 cents to $2 
to each card in a deck, set up additional 
prizes of $25, $20, $15 and $10 for the 
four best five-card poker hands. 

With each major sale from December 1 
til Christmas, the salesman making it 
drew a card from the deck and slipped it 
into an envelope, “sight unseen.” At a 
dinner meeting marking the end of the 
promotion, management produced the en- 
velopes. Each man opened his own, made 
the best poker hand he could from its con- 
tents, and was rewarded accordingly. Says 
Vinyard, “Kept ’em selling better than 
anything I ever tried.” 


In Windows, 
The Soft Sell 


Pays Off 


egw theme windows with no 
A display of merchandise are proving 
the most effective seasonal and all year 
business builders for California Electric 
Appliance Co., Palo Alto, Calif. Yet, while 
the windows have proven themselves sales 


wise, they were not designed to do more 
than express the owner’s feelings toward 
the Christmas season. 

For the past five years, the windows at 
CEACO’s modern store in the center of a 
heavy traffic shopping area have been on 
the “must list” for thousands of families 
who make the traditional evening trip 
through Christmas tree lane, visit the 
decorated fire houses, and the homes 
which compete for Yuletide decorating 
honors in this city of 48,000 people. 

For the four weeks before Christmas and 
during the week before New Year’s, autos 
pile up two and three deep as families ad- 
mire the seasonal window at CEACO. Dur- 
ing the years, these windows have shown: 
the traditional manger scene with life-size 
figures; a theme built around many of the 
Ten Commandments, each on a parchment- 
type scroll; a giant Bible open to the 
words of Matthew; a Madonna scene with 
Mary and Child visited by angels; and one 
non-religious scene styled to an English 
motif with large coach lantern. 

“I think many people are tired of the 
commercialism that is placed on all sell- 
ing during the Christmas season,” says 
owner R. H. Appleby. “Every year we 
have hundreds of people come into the 
store—people we’ve never seen before— 
just to say to us ‘that’s a beautiful win- 
dow, congratulations!’ 

“We didn’t decide on these windows to 
build business, we did it because they ex- 
press the way we feel at Christmas time. 
Yet, we know that many people have no- 
ticed our store for the first time when they 
saw the Christmas window or when some 
friend told them to look at it, and they 
have since thought of us when they need 
appliances or electrical goods.” 

Appleby’s non-commercial approach to 
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Christmas becomes more significant when 
one realizes that these windows are the 
store’s only means of advertising and pro- 
motion. CEACO doesn’t devote the win- 
dows to Christmas themes and then blast 
at the public with newspaper and radio ad- 
vertising to get the seasonal business. 
The store has not used advertising of any 
kind in nearly two years. Yet its business 
has been increasing steadily (and it has 
held its Frigidaire franchise during a pe- 
riod when two large promotional dealers 
in the same market lost it. 

The Christmas windows used by Califor- 
nia Electric Appliance Co. cost about $70 
each year. 


Men Go For 
Gift-Wrapped 
Packages 





‘ee electric housewares 
have boosted Christmas business for 
Central Electric Co., Palo Alto, Calif. 

A large table was piled high with an 
assortment of electric housewares, each in 
factory carton, and wrapped in a variety 
of Christmas paper and ribbons. In the 
window, each of the most popular small 
appliances was displayed, with a gift- 
wrapped package behind it. 

This idea was most successful in in- 
creasing sales of electric housewares to 
men. Then located on the main street of 
downtown Palo Alto, Central Electric’s 
window was exposed not only to the men 
who went to that area to shop, but to hun- 
dreds of men who worked in that section, 
other merchants, office workers, and a 





1958—ELECTRICAL MERCHANDISING 








es 


or 
an 


ty 
he 
all 
ft- 


in- 
to 


c’s 
en 
in- 
on, 


large number of professional and real es- 
tate men. Looking for the easy way out of 
selecting a Christmas gift—and rushed for 
time—the pre-packaged electrical items, 
including clocks, electric razors, etc., were 
the answer for these men. 

Believing that, successful as it was, Cen- 
tral had not reached the full potential of 
pre-wrapped housewares for Christmas 
gift sales, manager Jack Miles decided to 
try making it even easier for the harrassed 
male. He planned a simple mailing to all 
merchants, business and professional men 
in Palo Alto, listing the electric house- 
wares with their prices, and announcing 
that these men needed only to ’phone Cen- 
tral Electric to have one or more of the 
gifts ready for pickup on their way home, 
or to be delivered to their business ad- 
dress or mailed there. These men would be 
billed on open account. At that time most 
of the small appliances with the prestige 
value that men would select as gifts were 
Fair Traded, so there was sufficient mar- 
gin to handle the delivery cost on what 
would be plus business. 


A Coupon Ad 
Sells ‘“‘Holiday 
Specials’”’ 





“' vest Christmas traffic-puller we 
ever used was a coupon ad, super- 
market style, in the local paper,” says 
Bill Houghton of Leyman Electric Co., 
Huntington, Indiana. Headlined ‘Save on 
all gift appliances—pre-holiday sale,” a 
clip-out coupon was worth $5 toward the 
price of any appliance shown in the two- 
page, bottom-half-only, spread. 

Prices ranged from $7.50 through $44.95 
on brand-name toasters, waffle irons, mix- 
ers, electric blankets, vacuum cleaners, 
table radios and phonographs. All the 
merchandise was bought especially for 
the event—‘‘Whenever we got a really 
good deal,’ says Houghton—and the 
prices were hot. 

A throw-in offer of photoflash bulbs at 
99 cents a sleeve sold 20,000 bulbs; a small 
phonograph offering sold 30 pieces, Ac- 
cording to Houghton: “The timing was 
right. We ran the first ad on November 
20th, and repeated in early December. We 
got the biggest housewares movement we 
ever saw, and picked up some major ap- 
pliance and TV business from the traffic.” 


Give Them a 
Cash Bonus When 
They Buy 


*¢ ‘\ HRISTMAS cash” has a magic ring 

* to the harried head of the house 
for whom Santa’s sack is stuffed with bills, 
not booty. Around that fact, Lloyd Ford 


Co., a car dealership of 430 South State, 
Jackson, Miss., built a successful promo- 
tion which many appliance dealers could 
adapt with ease. 

On new car deals, where equity in the 
old car was high or complete, the firm de- 
ducted a 15 percent down payment from 
the trade allowance given the prospect, 
paid off the note, then turned the re- 
mainder back to him for Christmas spend- 
ing. Thus, the customer with a $1,000 
car in which he had $800 equity got a new 
$2,000 Ford financed over 36 months, plus 
about $500 (also over 36 months—double 
the maximum time for most personal 
loans. ) 


Long Home Trials 
Sell Color 
At Christmas 


NV AKING a Christmas gift item of 
4 color TV is a tough assignment, but 
House Furniture Market in Montgomery, 
Ala., did it to the tune of 25 sets last 
year. 





Out to induce consumers to sink all 
their Christmas money into color as one, 
big, happy, family gift, House Furniture 
upped its standard five-day free home 
trial on color to 14 days—time enough to 
get the whole family wanting color for 
keeps. Advertising played the “one fam- 
ily gift” theme. 

On sets that stuck (nearly all), RCA 
Service Co. charged initial set-up against 
the service policy. On take-backs for rea- 
sons other than credit, the $15 installation 
was co-opped 50-50 by the distributor. 
The activity proved the best the firm had 
ever run on color, drew no dead-beats. 



































Buy a Range and Geta 
Free Mink Stole 


Stocking Full Of 
Toys Sells 
70 Appliances 


\EVENTY pieces of appliances and TV 
N were moved at better than average 
profit during a Christmas promotion de- 
veloped by William Robinson, owner of 
Television City, located in Oakland, Cal- 
ifornia. 

Key to these sales were six-feet high 
Christmas stockings full of toys—given 
free or in exchange for the customer’s 
trade-in. 

Robinson went to a large toy distributor 
who custom-made the stockings out of 
“onion sacking” and filled them with a 
selection of toys including a large doll, a 
train set, baseball equipment, games, etc. 
Cost of each to Robinson was $19.50— 
but the retail valuation put on them was 
approximately $69.95. 

At Television City the stockings were 
hung from the ceiling with care, spotted 
among the appliances and TV, and given 
key positions in the window. In newspaper 
advertising, Robinson offered them with 
selected models of appliances and TV, 
models with prices that adequately cov- 
ered the cost of the stocking. On the floor, 
however, the stockings were used occa- 
sionally as closers—usually being offered 
for the appliance or TV trade. On such 
deals, Robinson would be paying $19.50 
for a trade that, in the competitive Oak- 
land-Berkeley market, would have drawn 
at least a $50 allowance. 

The deal attracted many customers, says 
Robinson, because it enabled many cou- 
ples to afford the down payment on an 
appliance or TV and still take care of their 
Christmas toy problem. 





chaser. Stoles cost $70 each, were avail- 
able on 24-hour air mail delivery from 
New York. The same promotion did not 


Seventy-five medium-priced ranges work on high-end ranges. Owner Jud 
were sfld in a Christmas promotion at Stroud, Sr., explains that, regardless 
Justice Appliance & Furniture in Bir- of the value of the premium, the pur- 


mingham, Ala., when the store gave 
away a mink stole to each range pur- 
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chase item itself must have a broad 


customer appeal. 
MORE?P 
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Santa’s Stuck in This 
Store’s Window 


This action display at Watson’s TV Center in 


3irming- 


ham has become a local institution. The two-piece display 


was built 


from Masonite, cost Watson’s $100. Connected 


to a small motor, Santa’s flood-lighted legs kick vigorously 
and draw attention to display. Around the fireplace Wat- 
son builds a “different” Christmas Eve living room display. 


17 WAYS TO BOOST CHRISTMAS BUSINESS 


Try a Spectacular 
To Draw Traffic 





yee is the successful Christmas sales 
building program used over the years 
in many variations by Western Appliance 
Co. which does a million-dollar-plus vol- 
ume among the nearly 200,000 people in 
San Jose,Calif. 

The promotional dealer faces two prob- 
lems during the Christmas season, ac- 
cording to Western’s analysis: 


1) The public is less interested in the 
normal type of advertising which a pro- 
motional dealer uses—people are not wait- 
ing at home to be enticed by some spe- 
cial, they are out looking for things to 
buy—so the dealer has to build his traffic 
by creating excitement at the store, bring- 
ing the public in whether or not they 
have any interest in buying. 


> 


2) Competition for the consumer’s dol- 
lar is more keen at Christmas time be- 
cause of the family’s need to buy soft 
goods as presents—the dealer, then, must 
first get the people to the store and then 
have means of showing them they can fill 
their needs for appliances and TV and 
still buy presents 

For several years, manager Dean Cow- 
ger and owner Franz Niederauer have 
been solving problem number 


one DV 
staging special events during the Christ- 
mas season, and spiking these programs 


heavily with 


Western keyed its promotion to a radio 


“give-aways”. One vear 


CONTINUED 


contest. On a disc-jockey program origi- 
nating at the store featuring a “guess the 
music” and “guess the famous names” 
contest, the store offered about $300 a 
night in prizes. Another year, Western 
used a radio program from the store plus 
heavy newspaper advertising announcing 
that popular San Francisco TV _ person- 
In ad- 
dition, Western gave away bicycles, elec- 


alities would appear each night. 


tric housewares, electric train sets, small 
radios. 

Western figures that 90 percent of the 
people who respond to these “roman cir- 
cus” promotions are not prospects—but 
they become the word of mouth medium 
that goes around town for days saying 
“there’s something big going on at West- 
ern.” 

To get sales from the 10 percent, and 
from the prospects that the 90 influence, 
Western has been using*premiums suc- 
cessfully. However, to make premiums 
successful at Christmas time, they have 
to help solve problem number two—they 
have to help the people with the Christ- 
mas gift problem. So Western’s premiums 
are electric housewares, clock radios, elec- 
tric trains, big dolls, etc., which the pub- 
lic normally buys as presents. 

From long experience with give-aways 
and premiums, Dean Cowger has learned 
some practical approaches. Give-aways 
should be inexpensive articles that can be 
given to a large number of people—the 
store has found that the more people par- 
ticipating the better. 

Cowger also feels that the success with 
premiums lies in putting them on low 
ticket items as well as the big stuff. A 
good, practical gift as a closer with mer- 
chandise in all price brackets is the answer 
to getting Christmas sales. Western even 
offers a premium with the sale of used 
refrigerators. 
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Trees: The 
Best Giveaway 


THERE are a couple of reasons why 

| trees are the best possible Christmas 
promotion, according to Jack Pettersen, 
whose ad agency serves Chicago’s Polk 
Brothers. There are also a couple of rea- 
sons why a tree giveaway program is in- 
creasingly tough as the store and the 
program gets bigger. 

Looking at the positive side first, Pet- 
tersen points out that the philosophy be- 
hind the tree is this: It’s the biggest in- 
the-home display most homes ever get, 
and while it’s up, people talk about it, 
and most times, the store it came from 
is mentioned—to friends, neighbors and 
relatives—particularly when the merchant 
gets good trees and lets the customer pick 
his own. It’s not a for-Christmas-only 
deal, though it will build store traffic 
then, too. 

On the other side, Pettersen indicates 
that the larger the number of trees, the 
harder it is to get quality, which is why 
Polk has stopped the tree promotion. For 
a smaller merchant, Pettersen thinks trees 
will work. They must be tied to a small 
purchase—$5 was Polk’s minimum—so 
the customer feels he made a real deal. 
They must be fresh, cut in October at the 
earliest, and they must be good. Trees are 
bought in bundles, and there are dealers 
everywhere. Costs, across the board, will 
run probably upwards of a dollar each. 

The other plus value of trees is this: 
Everybody uses them. 





Kids Like the Lollipop Tree 


Owner Fred Trage of Trage Bros. in Forest 
Park, Ill., can’t trace a single sale to this lolli- 
pop tree in his store but he thinks it’s good 
public relations because “the kids, their 
mothers, and all of us” enjoy it. Tree is made 
from plywood and cellophane wrapped suck- 
ers are stapled to it. On a busy day, tree must 
be refilled several times. 
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Use a New 
Incentive Plan 
Each Year 


if ILL Sharpe, whose three-outlet At- 

lanta firm, Sharpe’s Appliance Store, 
Inc., employs 70, prefers Christmas in- 
centives to straight bonuses, works out a 
new one each year. 

Last Christmas, Sharpe got results this 
way. For the period from September 9 to 
December 21, he established a company- 
wide sales and service quota of $400,000 

total each salesman, $16,000; total serv- 
ice department, $28,000; daily figure, over- 
all, $4,400). He set up a $1,400 Christmas 
Campaign Fund, and added to it $70 ($1 
each day the firm was 
ahead of quota, subtracted a like amount 


per employee) 


for each behind-quota day (both figured 
on a cumulative basis). 

When the melon was divided at Sharpe’s 
Christmas party, each employee had 
earned more than $100 in incentive pay, 
and the company had done close to $400,- 
000 in the 14 weeks prior to Christmas. 


He “‘Invests’”’ 
$5000 in 
Five Weeks 





‘“ HIARELLI Bros. of Reading, Pa. has 
C no single, isolated promotion for 
Christmas. It does, however, plough $5000 
into an advertising and promotion pro- 
gram extending from one week before 
Thanksgiving through Christmas. 

On the Saturday before Thanksgiving, 
Reading officially opens its Christmas sea- 
son, With lights, a gala parade and the ar- 
rival of Santa. Co-owner Charles Chiarelli 
serves as chairman of that program com- 
mittee and his firm contributes its share 
along with other merchants. The day be- 
fore Thanksgiving Chiarelli Bros. then 
ties in its big anniversary sale, commem- 
orating its move to the combination store- 
hotel at one corner of the city’s square. 

This is really a two-pronged promotion. 
For at that time some 14 banks in the area 
release million in Christmas 
Club funds. So from that point through 
Christmas the Chiarelli firm keeps up a 
steady drumfire of promotional values. It 
may be the sale of a washer at full list 
with a dryer thrown in free; or a wrist 
watch free with every purchase of $100; 
or a standing $100 trade-in allowance on 
a TV set. On that anniversary night, also, 
Chiarelli marks the event by staying open 
until midnight, a signal that more late 
nights are in the offing during the Christ- 
mas period. 

“We usually wind up with a December 
50 percent better than any month in the 
vear, and 200 percent better than our 
worst month,” says Chiarelli. 


some $19 








Everybody Likes Trains 


Villages, tunnels and mountains are all 
set up on this 6 x 12-ft model train 
display at Pesick Radio Supply in Mil- 


Offer a Choice of 
Three Bonus Gifts 


“ UR Triple Bonus Sale last Christ- 

mas,” says High Selinger, co-owner 
of five furniture stores in New York City, 
Brooklyn, Jamaica, and Hempstead and 
Bay Shore, Long Island, “‘was probably 
the best Christmas promotion we ever 
ran.” 

Selinger bases this on the 250 turkeys 
for one store alone, 300 fruit cakes overall, 
and assorted surprise gifts that went to 
customers who met the spending require- 
ments promoted in the sale. For instance, 
Selinger windows were plastered with 
banner announcements of the sale, plus 
separate bonus flags enticing customers to 
avail themselves of free offers. Bonus #1 
was a Christmas turkey free with every 
purchase of $100 or over. Bonus #2 was a 
5-lb. fruit cake free with every order up 
to $100. Bonus #3 was an extra surprise 





gift with every purchase. 





Have a parade for Santa Claus. Frank 
Pieratt of Pieratt’s in Lexington, Ky., did 
this for several years. Route ran from 
downtown out to store. Salesmen dressed 
in costumes and firm’s trucks and cars 
were decked out as floats. 


Pay mileage to draw prospects. If you 
want to draw suburban customers down- 
town, or city customers to a roadside 
store, offer five gallons of gas free with 
every purchase. 
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waukee. The display pays off in two 
ways: heavy volume of trains and re- 
lated equipment and sale of other mer- 
chandise to perhaps one out of every 
three spectators at the train display. 


Cash in on 
Cashing 
Christmas Checks 


B* running two fractional ads at the 
proper time, A & A Appliance, Bridge- 
port, Conn., last year was able to do a three 
week’s business in a span of two days. 

Christmas check money was the key for 
A & A. At least five banks in the Bridge- 
port area have Christmas clubs. Last year, 
when People’s Savings Bank, estimated to 
have about $5 million in club monies, an- 
nounced the disposition of checks, A & A 
promptly inserted a bonus ad in local pa- 
pers. The firm offered anyone spending 
those checks at A & A a $20 bonus. Some- 
thing like 18 people came in and flourished 
the actual checks. Another 150 people 
proved they had been the recipients of 
checks. Of the latter, A & A closed about 
half for sales of about 60 major pieces. 

“The month of December last year 
ended up at about $16,000 total volume,” 
says Richard Aiello, of A & A. 





Why not try one of these 


Offer gifts from your store’s own tree. 
Trim a Christmas tree and around and 
on it display wrapped gifts suitable for 
boys and girls of all ages. Mark the age 
group on the outside of each package and 
for each purchase of $20 or more let the 
customer pick a gift from the tree. 


Use Santa as a baby sitter. Hire a Santa 
Claus for your store. He’ll draw traf- 
fic and he can also watch the children 
while the parents shop. 
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SAME 
PRODUCT, 
SAME 
PRICE, 
BUT... 















Which One Would You Buy As a Gift? 


For any retailer, gift wrapping is a powerful competitive tool 





his store as a source for gifts. 


OR the appliance dealer, a free gift- 
wrapping service can pay off in 
more than one way. 

As the pictures above illustrate, gift- 
wrapping is a powerful competitive sell- 
ing tool. The dealer who provides this serv- 
ice has an obvious edge over the competi- 
tor who does not. 

But for the appliance dealer, gift-wrap- 
ping has still another value. It serves to 
build his reputation as a source for gifts. 
In years past the appliance store has not 
always occupied a prominent place in the 
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and for the appliance dealer, this service also tends to identify 


consumer’s mind as a store in which to do 
her gift-shopping. The offer of free gift- 
wrapping for his merchandise, of course, 
tends to identify the dealer as a source for 
gift items and to remind the customer of 
the broad variety of items carried in the 
store which should be considered as pos- 
sible gifts. 


Who Will Do It? 
Gift wrapping is neither expensive nor 
complicated. As the illustrations on these 
pages indicate, there is no mystery to 
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good gift wrapping techniques and most 
store personnel are either already capable 
of handling this work or can be quickly 
trained. Depending on the size and organ- 
ization of the store, it may be possible to 
assign the gift-wrapping to some member 
of the clerical or office staff. Or, with the 
advent of the Christmas season, it may be 
practical to hire one part-time employee 
who is given, among other assignments, 
responsibility for gift-wrapping. In many 
cases it is easy to locate neighborhood 
women anxious to make extra holiday 
money. Although they may not be pro- 


“flair” for 


fessionals, many women have a 
gift-wrapping. 

Nor is it absolutely necessary to have 
the work done in the store. In some cases 
it is possible to work out arrangements 
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with stationers and greeting card shops 
for them to wrap packages at a flat fee— 
or even at no charge in return for a sign 
advertising their services in the dealer’s 
store. 
Where Do I Buy Gift Wraps? 

Similarly, sources for paper, ribbons 
and accessories for gift-wrapping will de- 
pend to some extent on the dealer’s own 
preference. Most of the nationally-branded 
wrapping papers (Norcross and Hallmark, 
for example) are sold only through their 
regularly franchised outlets. Other retail- 
ers cannot buy direct and must channel 
their purchases through their local sta- 
tioner or greeting card shops. Any spe- 
cial prices on quantity purchase must be 
worked out on a local basis with these 
dealers. 

The appliance retailer who anticipates 
a large volume of gift business may de- 
cide to buy wrapping materials in quan- 
tity. His best sources are through local 
paper jobbers and the firms from which 
he buys his normal wrapping material. He 
can also check other local merchants to 
find out where they purchase gift wraps. 
Finally, if he is doing business in or near 
a major metropolitan area in which gift- 
wares firms maintain showrooms, he can 
visit these centers to shop for gift wraps. 
In Chicago the Merchandise Mart would 
be an obvious source and in New York 
the gift and art center at 225 Fifth Ave., 
should be shopped. 


Where Should They Be Wrapped? 

Once you’ve decided who in your organi- 
zation is going to do the wrapping and 
have put in a stock of materials, the only 
remaining consideration is to provide a 
convenient and adequate spot in the store 
as your gift-wrap center. All materials 
(decorative and tissue paper, ribbons, 
tape, stickers, bows, accessories and en- 
closure cards) should be kept in one spot 
immediately adjacent to the counter or 
table area on which the gifts will be 
wrapped. Be sure a scissors is handy and 
make it a rule that all these materials be 
kept in their assigned spot so that mid- 
way through wrapping a package you 
don’t find that the ribbon or the bows 
have disappeared. 


How To Wrap the Package 

Now that you’re ready to begin gift- 
wrapping, study the sketches on this 
page to learn the fundamentals. If you 
want more information on these tech- 
niques and additional suggestions for 
novel gift wrappings you should consult 
the booklets from which these drawings 
were taken. They are: “Wrap Your Gifts 
in Beauty” by Norcross, “How To Gift 
Wrap the Dennison Way”, and “The Art 
of Gift Wrapping” by Hallmark. To ob- 
tain them first try your local dealer for 
these lines. There is no charge for the 
Norcross pamphlet but the Dennison and 
Hallmark booklets, which are larger, are 
25 cents apiece. If your local dealer cannot 
supply you, order from Dennison, Fram- 
ingham, Mass., or Hallmark, 25th & 
Grand Ave., Kansas City 10, Mo. End 


Want to learn gift wrapping the easy way? 





The First Step: Wrap the Box: 1. Be careful to 
center the box on the paper so the design shows to best 
advantage. Cut the paper wide enough so that there 
will be a one or one and a half inch overlap and long 
enough so that it extends a little more than half the 
depth of the box ends. 2. Bring the paper up and over- 
lap as near the center as possible. Fold the paper at 
the ends, bring the side flaps toward the center. Then 
fold the remaining flap up and secure. 3. If box is 





Use Diagonal Tying for Unusual Effects: 1. Hold 
short end of ribbon at upper left of box with your 
thumb. 2. Carry ribbon across top, down side, under 
corner, up side, across top, under and up to starting 
point. Cut end and tie in single knot. 3. For extra 


Here’s How To Tie a Rosette, or Pompom Bow: 
1. Make loops of ribbon, twisting each at the center to 
keep right side turned out. 2. When four or more loops 
are made, fasten by winding thread tightly around the 


Ot An 


just too large for single sheet of paper, cut a second 
piece the width of the box top and long enough to ex- 
tend well down on both sides. Now proceed as above, 
fastening edge of large sheet to extra piece as neces- 
sary. 4. Extra large box may require two sheets of 
paper. In this case wrap one half of the box at a time, 
fastening pieces at center with tape. Unusually large 
boxes may take four sheets of paper. Tape sheets 
together (on wrong side) before beginning to wrap box. 





security, do not cut ribbon as above but bring it straight 
around box the short way, then cut and tie. 4. For 
double diagonal follow steps above but do not cut end 
of ribbon. Instead, tie it, then repeat the diagonal tying 
in reverse direction. 

Data courtesy Dennison 





middle. 3. Make second bow the same way and tie with 
ribbon at right angles across the first. 4. Spread the 
loops to moke a full, fluffy bow. 


(Data courtesy Norcross) 





Here’s How To Fasten the Bow to the Package: 
1. You can tie the bow in place, using either the end 
of the tying ribbon (above) or by using a narrow piece 
of ribbon or spool wire. Slip this under the tying ribbon 
and tie bow on with a firm knot. 2. Use a simple double 
bow when many packages must be wrapped quickly. 
Tie the ribbon in the regular way but arrange it so that 
one end is three times as long as the other and the 
shorter one is long enough (usually about six inches) 
to make one loop and one end. Fasten the tying with a 
single knot and make a loop of the long end, bringing 





Try Trimming the Package with Ribbons: 1. Bas- 
ketweave: Wind three ribbons around the length of the 
box and fasten the ends. Weave three ribbons between 
the stationary ones and secure. 2. Criss-cross: Hold one 
end of ribbon on top of box. Wind the ribbon around 
lengthwise, cross the ribbon at starting point and wind 
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the end beyond the knot the desired length for the end 
of the finished bow. 3. Now bring the looped end across 
the knot to make a loop the same length as the end. 
4. Holding the loops with the left hand, tie the original 
shorter end into a tight bowknot of one loop and one 
end. Cellophane tape may be used to fasten bows on 
package. Double short pieces of tape through the mid- 
dle, sticky side out and, with the fold toward the out- 
side, stick to the bow and to the package. Use two folds 
of tape for each bow. 

(Data courtesy Dennison) 





3 


4 


around the width. Fasten at starting point. 3. Double 
criss-cross: Follow the instructions for single criss-cross 
above, and repeat, forming two criss-crosses. 4. Hour- 
glass: Wind two or more bands around box. Tie together 
and separate the bands at the edges. 

(Data courtesy Hallmark) 
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Do Your Windows Work 






for You at Christmas? 


If they don’t you’re missing a big opportunity to call attention 


to your store as a source of gifts. Here’s a variety of ideas which 


appliance dealers have used successfully to create effective win- 


dow and instore displays 


HRISTMAS business begins in 
your windows. And it gets power- 
ful impetus from the merchandis- 

ing and display techniques you use in both 

the window and in the store itself. 

That’s why good display is such a vi- 
tal ingredient in any Christmas merchan- 
dising program. 

In the display materials available for 
use at this season are many of the older 
standbys, crepe and cellophane paper in 
various seasonal colors to mention but 
two of the least expensive and most use- 
ful. Dennison Manufacturing, for exam- 
ple prices the former at $2.00 per 100 foot 
roll; cellophanes at $2.90 per roll. And 
for more exciting treatments Bulkley, 
Dunton and Co., New York, can supply 
foil papers, glitter stripes, flocked back- 
ings, and papers which are made in brick 
designs and snow effects, at equally rea- 
sonable figures. 

Local display supply sources will be 
able to furnish corrugated paper icicles, 
spunglass materials, snowblocks in styro- 
foam plastic, tinselled flooring mats, the 
new fluorescent papers, and similar useful 
seasonal effects. 

But more important than the materials 
themselves is the use to which you put 
them. One simple precept is at once ap- 
parent: good taste must be the keynote 
lest you offend some segment of your local 
market. 


Ideas Are Important 


Santa Claus is a fine old gentleman and 
has done yeoman service in decorating 
the windows of generations of merchants. 
But many people feel that this particular 
Christmas theme has been overworked 
For a change of pace try the ideas listed 
below and pictured on the opposite page. 
You may have overlooked some of these; 
others may spark ideas for similar or bet- 
ter Christmas effort on your part. 

Try motion. You may have noticed the 
magnetic attraction motion has in any 
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window display. Both mechanical and 

equipment is available to do 
this job for you. It is probable, however, 
that your own shop can provide the nec- 
essary ingredients. 


electrical 


Do you sell electric trains at Christmas 
time? If so, why not set up a working 
layout of trains running around the out- 
side perimeter of your window? Don’t 
stop there. Have your engine pulling a 
string of flatears, on which you 
mounted securely 
clocks, 
smaller housewares. Such a setup leaves 
the central portion of your window free 
for the larger white goods and attracts 
the attention which you want. 

Or, you might try a curtain of tinsel 
strips, 


have 
such appliances as 
transistor 


shavers, radios and 


stars or other glittering material] 
hanging across the face of your window. 
Similarly, smaller housewares, or empty, 
gift wrapped cartons can be suspended 
from the window’s ceiling on bright foil 
strips. Give such effects motion by using a 
hidden fan, set at slowest speed. 

The element of mystery. Many appli- 
ance dealers have found that the element 
of mystery has a place in their window 
display. They achieve it simply by spray- 
ing the entire face of the window with 
the tinselled snow which is available in 
spray cans. Openings are left through 
which the curious window shopper may 
look in on an attractive display of Christ- 
mas merchandise. 

There are other possibilities with the use 
of spray snow. Many manufacturers pro- 
vide stencils in appropriate seasonal de- 
sign. An effective front can be achieved by 
using generous clusters of varicolored 
stenciled hexagonal snowflakes on your 
window. Or, if the stencils available do 
not conform to your personal ideas of 
what constitutes good Christmas decora- 
tion why not cut some of your own. 

Don’t forget the kids. Christmas after 
all is a time for kids. Don’t forget them 
in your seasonal planning. They don’t buy 
the appliances but their parents do and 


will be grateful to the dealer who 
them into consideration. 

One appliance retailer hit upon the idea 
of dressing one of his employees as Santa 
Claus. When adults accompanied by chil- 
dren arrived this merchant took a picture 
of the youngsters with Mr. Claus. Prints 


takes 


could be pick 


ed up on a second visit. 


Contests work, too. Contests have their 
place in promotional plans for the Christ- 


mas season, 


One appliance 


dealer used the old 


“guess the number of pennies” dodge with 


a new twist fe 
he placed a 


yr Christmas. In his window 
freezer filled with Christ- 


mas tree balls in all colors and sizes, an- 


nounced that 


prizes would be offered to 


the person coming closest in his guess- 


4 


timate of the number used. End 


TAKE A LEAF 
> FROM OTHER DEALERS’ 
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DISPLAY ALBUMS 


«5 


About These Windows 


. The “Story of Christmas Feast- 


ing” was used by Abraham & 
Straus, Brooklyn. 


. No commercial message marred 


this window in store of Erwin 
Electric, Salisbury, Md 


Electric candles and Christmas 
tree bulbs on holly streamers 
Pierce Electric, 
Babylon, Long Island 


were used by 


. Cut-outs on the window glass 


and tinsel on the merchandise 
produced this display at Long 
Island Electric, Woodmere. 


A modern store takes on an old- 
fashioned appearance at Wag- 
ner’s Television in Huntington 
Station, Long Island 


An over-sized Santa and gift- 
wrapped packages highlighted 
this window at Littlefield-Alger 
Electric, Rockville Center, Long 
Island. 

Hand-printed note from child to 
Santa drew attention to window 
of Louis Adelman & Son, Bay 
Shore, Long Island 
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Electric Housewares ... Hottest 


Key dealers and distributors contacted by ELECTRICAL MERCHANDISING 
agree that electric frypans should be the best-selling item during the holiday 
season but they also point to a wide variety of other products which should 
by ANNA A. NOONE 


enjoy good sales. 


GAIN, for Christmas 1958, automatic 

frypans and their close relatives, im- 
mersible griddles, saucepans, etc., will be 
the most popular gift items. 

This is the opinion of top dealers, dis- 
tributors, department store and mass 
merchandise retailers across the country. 

In over 60 percent of the replies t 
questions posed by ELECTRICAL MERCHAN- 
DISING, these experts cited frypans as the 
top volume producer again in 1958. In prac- 
tically every selection, skillets were listed 
first or second as candidates for the “hot- 
test” appliance for the Christmas push 





Oster blender 


ten F 
Crestwood FULLY sures 
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te 
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TOMAre 
Blanner 


Northern's Crestwood blanket 


Westinghouse frypan and saucepan 









Toastmaster frypan 


Arvin table radio 


Other leaders were steam irons, perco- 
lators, and toasters, all running neck and 
neck. Clocks, portable mixers and shavers 
were also close to the top as volume pro- 
ducers. A number of individuals also 
named hair dryers as an excellent Christ- 
mas special. Blankets were listed as 
“sleepers to be watched’; and cleaners, 
long an on-the-fence product, neither a 
major nor a housewares, finally have set- 
tled into an across-the-counter category 
, “the customer comes into the store 
and walks out with it”. 
business is expected in cleaners. 


and a big 


Eureka cleaner 


= 
Re ' a 


West Bend griddle 


The newer items, such as can openers, 
knife sharpeners, coffee mills, hair clip- 
pers, were also mentioned as good novelty 
giftwares for the coming holiday season. 

While the general opinion of distribu- 
tors is that “Christmas 1958 will run 
about the same or a little under 1957”, re- 
tailers, on the other hand, especially large 
volume movers, are highly optimistic. 


Reason No. 1 for this optimism: For 
the first time in the history of the electric 
housewares industry, manufacturers, util- 
ities, and some distributors are uniting in 
















G-E steam iron 





ltems for Christmas Selling 


a nation-wide campaign to re-acquaint 
consumers with the value of electric house- 
wares as Christmas gifts. 

Sponsored by “Give Better Electrically”, 
this industry-wide campaign will channel 
heavy advertising expenditures into local 
newspaper and national magazine adver- 
tising, radio and TV commercials, dealer 
helps, direct mail pieces, merchandising 
kits, planning guides and catalogs, in an 
all-out push to channel a larger portion of 
consumer Christmas spending into electric 


housewares. 


Reason No. 2: While distributors de- 
plore a lack of new, exciting products to 
exploit this fall, the merchandise made 
available by leading electric housewares 
manufacturers actually is more functional 
and more beautifully styled for “gifting” 
than ever before. 

Take the immersibles—frypans, sauce- 
pans, griddles, dutch ovens. They are 





Hoover cleaner 





a es, 
oy 
‘ a 


i 





Norelco ladies shaver Schick shaver 


Westclox clock 





NuTone door chime 





high-fashion as well as functional mer- 
chandise in a variety of sizes. Frypans 
have non-sticking, silicon-treated alumi- 
num or stainless steel cooking areas, and 
the bottoms are finished off for easier all- 
over cleaning. 

Percolators are now available in sub- 
mersibles and immersibles; carafe or urn 
styling; external indicators to show cup 
capacity; and a variety of sizes and fin- 
ishes. 

The “square-look” has invaded toaster 
design, and it is possible to secure not 
only 2-slice models, but quantity users can 
buy 3- or 4-slice models. In addition, 
there’s a whole new crop of low-slung, 
broiler-type toasters for odd sized rolls and 
buns. 

Portable mixers are sturdier and 


streamlined; occasional clocks look more 
like decorator items than _ functional 
clocks; and shavers have taken on a jew- 
el-like appearance. 








Presto percolator 
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. . . and at a price 


to fit every 
pocketbook 


From $5 to 19.95 
Broilers (only 
Casseroles 
Can Openers (attachment) 
Clocks 
Door Chimes 
Dutch Ovens 
Fryer-Skillets 
Coffee Mills 
Griddles 
Hair Clippers 
Hair Dryers 
Heating Pads 
Hotcups 
Hotplates 
Ice Crushers (attachment 
Knife-Sharpeners 
Percolators 
Portable Mixers 
Probe Controls 
Radios (table) 
Saucepans 
Shavers 
Steam Irons 
Travel Irons 
Toasters 
Toaster-Broiler 
Vibrators 
Waffle Irons 


From $20 to $39.95 
Blankets 
Blenders 
Can Openers 
Clocks 
Cooker-Fryers 
Frypan-Skillets (complete 
w controls and cover) 
Drink Mixers 
Ice Cream Freezers 
Juicers 
Hotrays 
Griddles 
Table Ovens 
Percolators 
Radios—table 
1" —portable 


 —transistor 
n =—clock 
Shavers 


Toasters 
Vibrators 
Waffle Irons 


From $40 to $59.95 
Blankets 
Cleaners 
Clocks 
Grinders—Meat 
Mixers—Standard 
Polishers 
Slicers—Meat 
Radios—clock 
1 —portable 
"transistor 
Roaster-Oven 
Hot Table 










From $60 up 
Broilers-rotisserie 
Clocks 

Rotisserie ovens 
Cleaner—upright 
Radios—transistor 
Hot Table 
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ELECTRIC HOUSEWARES 


CONTINUED 





\ Wonderland of Gifts There are lots of 


electric housewares gift items and each is, 































in turn, manufactured by a number of KitchenAid coffee mill Silex ice cream freezer 
firms. The result is a veritable wonderland 
of gift choices for the Christmas shopper. 
From this breath-taking array of products, 
ELECRICAL MERCHANDISING has compiled 
this pictorial sampler. It is just that—a 
sample—of what’s available. Because of 
space limitations we cannot show every 





product turned out by every firm. In mak- Schnee paler 
ing your own purchases and in arranging 
your gift displays, however, be sure to ask 
your distributor salesman to see the full 
line of products from all the manufacturers 
he represents. 





Cory can opener 





Salton Hotable 





Burgess knife sharpener 


es) 


RCA clock-radio 





Knapp-Monarch table oven Yr 2 





Hamilton Beach Philco portable radio 


Nesco roaster 


portable mixer 





Waring drink mixer 
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Metal Ware hotcup Dominion waffle iron 


Zenith transistor radio 









Phonola portable player 


Gilbert “American Flyer’’ 





Sunbeam hair dryer 





ELECTRICAL 


Full Speed Ahead for greater appliance sales 






with OPERATION SNOWFLAKE, 1958! 









COLORFUL, EYE-CATCHING WALL POSTER 


42” x 20", featuring the Snowflake 
symbol, the White Christmas Spe- 
cial train. 


5 MERCHANDISE STICKERS 


ne 


5” x 10”—to identify major appli- 
ances on your floor and in your 
windows as Christmas gifts—with 
space for your prices. 


BIG PLAN BOOK 


to show you how to decorate your 
store, how to plan your radio and 
newspaper advertising, and other 
ways you can use Operation Snow- 
flake. This book tells you every- 
thing U.S. Steel is doing and shows 
you how to cash in on this promo- 
tion. 


REPRODUCTION ART SHEET 


of various pieces of Snowflake art 
to use in your ads, in direct mail, 
and in displays. 


ONE-COLUMN NEWSPAPER AD MAT 
for you to use in your own Snow- 


flake advertising. 
USS is a registered trademark 


BIG U.S. STEEL CAMPAIGN SUPPORTING 
OPERATION SNOWFLAKE, 1958 


e 1000-line newspaper ad in over 500 leading papers in 


more than 400 markets 


e 6 TV commercials on U. S. Stee/ Hour 
Daytime TV commercials—(new this year) 
e Participation on 8 top network radio programs 


ss) United States Steel 


MERCHANDISING—OCTOBER, 








Here comes the White Christmas Special, just loaded with 
FREE PROMOTIONAL MATERIAL to help you sell 
more appliances this Christmas . . . to make this the biggest 
Snowflake you ever participated in. 

U.S. Steel’s Operation Snowflake is big... it’s powerful... 
it’s designed to help move major appliances as Christmas 
gifts. For a successful Christmas Selling Season, plan to tie- 
in now. Remember—the more you use Operation Snow- 
flake, the more your sales will increase. 


SEND TODAY FOR BIG U.S. STEEL PROMOTION KIT 


—FREE T0 RETAILERS 





i— 
> 


IE-IN—SEND FOR YOUR KIT NOW 


Mr. Robert C. Myers EM-10 
Director of Market Development 

United States Steel 

Pittsburgh 30, Pa. 
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with the new 


UNIVERSAL 





NO BUMPY 
THERMOSTATS 


Big National Ad Campaign 


Single or double bed 
size, single or dual 
controls, All double 
bed size blankets can 
be used with either 


ingl dual ] 
single or dual contro ouniiiiaae $9995 


interchangeably. 


ASK YOUR DISTRIBUTOR ABOUT THE 
“ON-THE-SPOT” REPLACEMENT POLICY 
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EASY PROFITS 
Rlonbeta 


exclusives 





“FLORAL ON WHITE” 


A fresh, new decorator styled blanket in 
white with a pastel floral design to round 
out a complete color selection. May be had 
in double bed, single or dual control, twin 
size with single control, or in the new king 
size with dual controls. 


To satisfy the new trend to oversize beds, 
Universal Automatic Blankets are avail- 
able in the new King Size. Zippered up 
the middle, it may be easily separated into 
two single blankets, each with its own con- 
trol for ease in laundering and storing. 


Famous UNIVERSAL Features Help You Sell! 


Brrr 





MMU rt 


New Electronic Control Miracle Blanket Fabric 


The most advanced control on any blanket. 


More sensitive to temperatures, gives even 
heat over the entire surface of the blanket, 
adjusts to any weather change. Operates 
without old-fashioned thermostats. New 
super-thin wiring lets blankets drape better. 


Developed especially for Universal, this 
amazing new blanket material is washable 
and mothproof. High, luxurious nap and 
wide, wide bindings for extra beauty. In 
four decorator colors to match any bed- 
room color scheme. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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OFFER THREE DIFFERENT 
ADD-ON THERMOSTATS- 
STOCK ONE BASIC UNIT 


Start with Honeywell’s basic 


(596 Adatrol* for manual control of 



















Room Heaters, Wall Furnaces 





and Floor Furnaces 


New C596 Adatrol—smaller... 


higher capacity . . . with ““A’’ cock 
‘B” Cock complete pilot 
shut-off unregulated pilot gas 


..- with or without pressure regulator. 


With just a screwdriver add any of these three thermostats....PLUS V5100 
Pressure Regulator 
N°” YoU can offer specific thermo- 


static control best-suited to individ- 





| ee ) ie ual needs. You can sell budget-minded 
t= oe 0 Pa customers the basic C596 Adatrol now, 
wh = or ' , 
a -, =] w and their choice of add-on thermostats 
i * wT ; 
7 later. Honeywell's add-on Pressure Regu- 
e Snap Action Thermo- ® Modusnap* Thermo- ® Wall Mounted Ther- @ Pressure Regulator * : 
stat (V5165 Adatrol) is stat snap action and mod mostat with 24 volt oper- easily added-on to basic lator permits you to handle changes be- 
achieved by adding T5000 ulating control (V5166 ator (V8168 Adartrol). unit or any thermostat : 7 
Thermostat. Adatrol-Modusnap). combination. tween street gases requiring a regulator 


and LP gases that do not. For complete 
information call your local Honeywell 


office, or write Minneapolis-Honeywell, 


Honeywell Dept. EM-10-113, Minneapolis 8, Minn. 
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Two key rules in effectively mer- 
chandising extra profit sidelines 
along with appliances-radio-TV are 
illustrated on the sales floor of 
Bowling Green Appliances in down- 
town Manhattan. First, the high- 
traffic non-appliance lines are dis- 
played at rear of store, exposing 
customers to regular lines of appli- 
ances, phonos and TV. Second, gift- 
wares are displayed on pegboard 
wall racks to conserve valuable floor 
space for regular lines. 


THIS Year . «= 


Try Adding New Lines 


It’s the ideal time to give sidelines their baptism of fire. With 
a minimum of risk you’ll be able to find out if particular lines of 
merchandise will produce added volume and profits for your op- 


eration. But buy wisely and don’t overload 


JY HETHER or not an appliance- 
/ TV dealer should be selling side- 
lines is now largely academic. 


The question is how can he expand into 
sidelines without getting clobbered. 

The approaching Christmas period of- 
fers the dealer a tremendous spring- 
board for any plunge into the added 
profits waiting in sidelines. 

“Plunge”, however, is hardly the right 
word. Any decision on adding new lines 
should be made only after careful con- 
sideration of the pros and cons. In such 
a process there’s no one better qualified 
to offer advice than dealers who have 
made the same move themselves. Here’s 
the way they have sized up the problems 
and potentials of non-appliance merchan- 
dise: 


First off, draw up a plan. Call it a 
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“Sidelines Plan for Christmas” or what 
have you, but it must be all-inclusive. It 
should set goals, immediate and long- 
range; should allocate space and expan- 
sion possibilities; should include a Christ- 
mas buying formula; should allow for spe- 
cialty training; and should plot a course of 
merchandising action—direct mail, ad- 
vertising, in-store displays, window deco- 
ration, etc. 


How much volume? The answer to 
that question depends on individual op- 
erations. One sidelines dealer does $50,- 
000 a year. Another does $8,800 in greet- 
ing cards alone. A small dealer in toys 
stopped at $400 last Christmas season. 
Still another’s volume runs to $17,000. 
Preponderance of these yearly figures 
come during the Christmas season, pos- 
sibly as high as 40 percent even in estab- 





1958 





lished departments. Where toys are con- 
cerned, about 60 percent are sold at 
Christmas. 


Allocate your space. Probably the 
most practical first step is to survey 
your total operation, decide what section 
of your store can be devoted to sidelines, 
determine the fraction of volume this 
space might produce and then proceed to 
the next step—allocation of space. 

Any sidelines display that displaces a 
profitable array of products is defeating 
its main purpose—to increase volume, 
gross and net profits. For that reason 
most dealers have resorted to the exten- 
sive use of pegboard, wooden and glass 
shelves. A few dollars will buy decora- 
tive wallboard, shelving and brackets. 
This will allow display of non-electric 
items, giftwares, and toys above areas 
already occupied by major appliances or 
TV. Certainly $1,000 will give a dealer 
all the wall display area he needs. For 
this type of money a dealer can have cir- 
cular or rectangular island displays 
with several tiers, or flat bins with steps. 
A more conservative—and more realistic 
estimate would be about $100 or so 
spent on materials. 

(Continued on page 72) 
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“A good time payment plan can t 
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GECC 
HELPS 


; 


YOU SELL 


GENERAL ELECTRIC MAJOR APPLIANCES 


TUME PATMENT PLANS 


eure BO’ 
caer 


*e 


a 
“GECC’s many customer benefits are tops 
with my customers. For instance, folks appre- 
ciate the payment with trade-in and 
the cancellation of their current balance if fire 
or other natural disasters destroy the appliance. 


no down 


Also, they like the special arrangements for 
postponing payments, in case of unemployment 
through sickness or layoff. Benefits like these 


really help close sales.” 


OCTOBER, 
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“A sure-fire way to trade customers up to the 
de luxe models is with GECC’s new Sell-Up 
Program. It boosts the customer’s buying power 
without increasing his monthly payments. When 
a customer is thinking about buying an appliance 
at the low end of the line, we ask him how much 
he can conveniently afford to pay each month. 
Then, looking down this column of GECC’s handy 
new Even-Monthly Payment Chart... 
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“We show him how to get a de luxe model, 
with all its added features, for exactly the same 
monthly payment. When the customer sees that 
he doesn’t have to dig deeper into his monthly 
budget, he doesn’t hesitate to buy the model 
he really wants. We also use this new chart in 
the same way to show customers how they can 
afford a needed second or third appliance and, 
frequently, complete kitchen modernization.” 
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GENERAL @@) ELECTRIC 
CREDIT CORPORATION 


Serving General Electric and Hotpoint dealers with Inventory and Time Sales Financing for over 25 years 
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“I’ve boosted my sales by 24% with GECC’s 
Progressive Add-On Plan! When a customer sat- 
isfactorily completes his sixth payment, GECC 
makes it possible for him to buy a second appli- 
ance with no down payment and little, if any, 
increase in the amount of his monthly payments. 
To help remind us, GECC sends us a card that 
lets us know he’s a ‘hot prospect’ and ready for 
a follow-up call.” 
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TIME PAYMENT PLANS 


recent B sscera t 
FEO COPPER ETD 


a“ 


“Repeat business walks in regularly with GECC’s 
Store Payment Plan. When we write our cus- 
tomers’ contracts, we invite them to make their 
payments at our store. This way, we see many 
customers monthly, and each time they come in, 
they get a good look at all our latest appliances. 
Besides being top prospects for new sales, they 
develop the habit of doing business with us. We 
certainly agree—GECC really helps us sell!” 
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PICTURE COLUMBIA RECOKDS 


Records Are a Natural 


The industry will sell almost $400-million worth of records 
this year—and 25 percent of this business will be done at Christ- 
mas time. Here’s how you can get your share. 
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T is now apparent that the industry 

will sell $390-million worth of records 

this year, about 25 percent of which 
will be done during the approaching 
Christmas season. One manufacturer even 
estimates that as high as 35 percent of 
record volume is racked up during the 
holiday season. 

What’s more, approximately two-thirds 
of all record volume, says Billboard, is 
done through retail stores; 12 to 15 per- 
cent through record clubs; about 15 to 20 
percent through record jobbers. 

It becomes immediately obvious that ap- 
pliance-TV dealers have a solid stake in 
the record business. And because it starts 
in October, rises to a fever pitch in late 
November and early December, and regis- 
ters one of the best weeks of the year right 
after Christmas, it’s time for the dealer to 
roll up his sleeves and go to work on rec- 
ords—NOW. 


Understanding the Business 

The first step is to get some idea of just 
what kind of records sell best at Christmas. 

Of the $260 million worth of records 
sold through retail stores, Billboard esti- 
mates 60 percent is in 33'; rpm units, and 
a very high percentage of that in pop 
albums. About 30 percent is in 45 rpm 
singles, including pops, country, rhythm 
and blues. Another eight percent is in 45 
extended play records of the pop variety, 
with the remainder in 78 rpm. Also, says 
Billboard, a very high percentage of sales 
are in the $3.98-per-album range; but al- 
bums at $1.98 and $1.49 (i.e. under $1.98) 
are growing more popular. 

Next: Stock for Christmas 

There’s no question that a dealer should 
plan on capitalizing on the momentum 
records get at Christmas time. He should 
be stocking the special Christmas num- 
bers—the choral, sacred and baroque mu- 
sic that is popular during the season. He 
should also comb the all-time best seller 
lists and gift catalogue lists. Columbia, 
for instance, makes available in Septem- 
ber a Christmas restocking list which de- 
tails the history of the hottest all-time 
best sellers. Children’s lines should come 
in for heavier concentration, and all avail- 
able alphabetical master lists are excellent 
sources for selective stocking. 

Selling at Christmas 

“What I do is concentrate more record 
copy in my newspaper and TV show ad- 
vertising,” says Mort Farr, of Upper Dar- 
by, Pa. “I also spend from $150 to $200 
to have a decorator put in a window.” 

Not only does Chiarelli Bros. of Read- 
ing, Pa. give records a big play on its ra- 
dio show and in its windows, but the firm 
creates unusual values. Co-owner Chuck 
Chiarelli says they will give $25 worth of 
records with the sale of a phonograph, 
representing real buys on the record 
sales. For the kiddies the firm gift wraps 
10 to 15 records with each player. 

“We hold to the theory,” says Chiarelli, 
“that selling the phonograph guarantees a 
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TURN THIS PAGE 
FOR A PREVIEW OF 
THE BIGGEST 
ELECTRICAL INDUSTRY 
AD EVER RUN... 


presented by 








a IVE BETTER... E/ectrically © 


3 ... appearing exclusively in 
the November 15 issue of 


The Saturday Evening 





: POST 


n The first industry-wide electrical gift promotion! More industry leaders participating 
than ever before! Multiple-page, full-color “Dutch-door” section advertacular! Big 
Christmas sales push! Powerful promotional support alerts wholesalers, helps dealers, 
d sells customers! Entire industry tying in for tremendous holiday season! 


Appliance industry picks Post exclusively! Why? Post-Influentials talk about, recom- 
i, mend things they read in the Post. Proved Post power gives each page of the advertacular 
more than 29,000,000 proved selling contacts with readers! That’s why the Post carries 
more appliance ad pages than anybody! 


PVE BETTER... 
Electrically 


Give up the tired ‘n true and give something new 
—something they’‘ll enjoy for many Christmases 
to come — something electric! There’s an elec- 
tric gift to fit every person and purse! Be star- 
bright this Christmas ...take your gift list to 
your local appliance or department store today! 


OSTER 


DE LUXE ELECTRIC KNIFE AND 
SCISSORS SHARPENER 


Exclusive two-wheel action guaranteed 
to hollow-hone even your finest 

cutlery without scratching ... copper 
1utomatic switch slide jet-black 
housing ... features special cord- 
storage compartment... use on 
counter or mount on wall 

comes complete with Cutlery 


Care and How to Carve book. 


OSTERIZER 


ORIGINAL LIQUEFIER-BLENDER 


Chops, blends, grinds, grates 
churns, mixes, liquefies, purees 

_ many exclusives: glass 
container opens at both ends for 
easier cleaning ... container cap fits 
standard canning jars... removable 
cutting blades ... fully enclosed 
motor base... tapered cutting 


well permits continuous feeding. 
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NORELCO 


ROTARY ACTION SPEEDSHAVER 


Completely new contoured 
skin-smoother rim holds whiskers 
erect for rotary blades to stroke off 
. blades are self-sharpening ... 
push-button, flip-top shaver head 
affords fast. easy cleaning . 
permanently lubricated motor runs 
cool and quiet... two-tone shaver . 


matching travel case... AC, DC. 


You'll find all the wonder- 
ful electric gifts shown in 
these pages and many 
more, too in stores with 
“Give Better Electrically” 
displays. Look for them 
for easy, pleasant Christ- 


mas shopping. 
























How well are you doing your Christmas Stock-ing ? 


CHECK THE “GIVE BETTER ELECTRICALLY” SCALE AND SEE HOW YOU RATE! 








Hou many of these electric * (0-3) 


appliance es are you givingZ 


(4-6) * (7-9) (10 or more gifts) 
boker - Youre green asa - Ufoure an angel 


blender Youle weleome . Youre Sanla Claud 
clock Cmad Trae! 3 without wings as mistaloe i 1 M folnaon 


coffee maker 


corn popper * You're just not in the know. * You're not all the way off the © Nobody's going to avoid you if , You can climb into anyone's 
dishwasher * Still “old hat” about Christmas * ground yet. But watch your * he can help it! You're on the , chimney this Christmas! Your 
lel siilieaies * stock-ing—you haven't yet * wings get longer and longer... ° Christmas-tree ball... but give , glad sack of electric gifts will 

learned it’s smart...and easy, + as your electrical list for giving * even more and you'll give even , help everyone on your list dive 


Dutch oven too...to give better electrically! gets longer, too! * better electrically! . better electric ally ! 















fry pan 

griddle 

knife-scissors | a . 
sharpener (4 cy 

portable mixer ‘Pl a 3 

power drill . > 


roaster 
room heater 











Saucepan 
sewing machine 
shaver 





sunlamp 
toaster 





vacuum Cleaner 
waste disposer 















LADY NORELCO TOASTMASTER 






























DE LUXE ELECTRIC RAZOR TRIPLETTE TOASTER 
. 
For “powder-puff” feminine ° Toasts 1, 2 or 3 slices at a time — 
grooming ... not a sharp edge : automatically ... makes perfect, 
anywhere ... rounded surface fits ° golden toast faster—every time... 
contours of underarms and legs... 2 special control lets you select just 
: doesn't dig in, scrape, or irritate : the right shade of light or dark ... 
delicate skin... twin retary blades ® designed to fit the needs of today’s 
and new, quieter AC/DC motor larger families. 
. luxurious travel case... also . 
new Norelco Debutante model. . 
. 
WHEN YOU GIVE THESE! 
‘ 
. 
- 
| pee . 
hots BETTER For quick, courteous and o TOASTMASTER 
- wonder- ce, Elecdncally ->» helpful attention to your - 
mown in ; “a . CY gift-shopping needs and . AUTOMATIC HEATER 
nd many - ' : quality products at rea- * c * a ’ 
avon witle ; Superfast heating element gives 
cael? sonable age oe for : cheerful warmth the instant current 
for them =a! beg _— . is turned on... dependable 
t Christ- 4 oe a thermostat assures constant warmth 
+ ... quiet-running motor drives 
° positive-pressure blower ... safety 
= switch turns unit off automatically 
: if knocked over... plug in any 





AC outlet... rose-beige enamel. 
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2 IVE BETTER... 


Electrically 


Give up the tired ‘n true and give something new 
—something they'll enjoy for many Christmases 
to come — something electric! There’s an elec- 
tric gift to fit every person and purse! Be star- 
bright this Christmas ... take your gift list to 
your local appliance or department store today! 


WESTINGHOUSE 


AUTOMATIC CONTROL 


One control fits all Immerse- 
A-Matic appliances ... signal 
light shows you when selected 
temperature has been reached... 
temperature range from warm 
(125°) to 425° ... smart stvling 
in cool ebony plastic with 


gleaming gold trim. 


WESTINGHOUSE 


IMMERSE-A-MATIC 
3-QUART SAUCEPAN 


® 


water... you'll find it ideal for 


Completely washable under 


creamy desserts, smooth sauces, 
just-right vegetables ... 
“Spread-Even” heating elements 


are cast in to assure even heat , 
distribution ... polished 

aluminum cover with adjustable 
steam vent comes with pan. 


APPEARING EXCLUSIVELY IN THE SATURDAY EVENING POST 


*eeee «ee effet 8@ @ . *eeee#ee# @# 











WESTINGHOUSE 
IMMERSE-A-MATIC 
12-INCH FRY PAN 


Entire appliance washes under 
water...g 
family meals ...“Spread-Even” 
heating elements follow the shape 
of the pan for even, over-all heat 
distribution ... food is never partly 
done, never scorches or sticks... 


two handles for easy lifting. 





YOU PLEASE WITH EASE W 


WESTINGHOUSE 
IMMERSE-A-MATIC é 


ELECTRIC GRIDDLE Dad — ~ 
Washes under water like a ; Lig 2 


cookie sheet .. huge grilling a 
surface provides plenty of room 

for an entire family meal... 
generous grease well helps keep 


cooking surface clean... makes a 


wonderful portable warmer tray. 













How well are you doing your Christmas Stock-ing ? 
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CHECK THE "GIVE BETTER ELECTRICALLY" SCALE AND SEE HOW YOU RATE! 










How many of these electric (0-3) * (4-6) * (7-9) " (10 or more gifts) 
appliances are you giving? 


ater | Youre grasn asa. > Youre an angel > Youre welorme ° Youre Sri Claus 
clock Christmas Theos Indio we ~_ ae 


coffee maker 












corn popper You're just not in the know. * You're not all the way off the “© Nobody's going to avoid you if You can climb into anyone's 
dishwasher * Still “old hat” about Christmas * ground yet. But watch your * he can help it! You're on the , chimney this Christmas! Your 
drink mixer ' stock ing — you haven't yet * wings get longer and longer... *  Christmas-tree ball... but give | glad sack of electric gifts will 
i iis learned it’s smart...and easy, + as your electrical list for giving even more and you'll give even, help everyone on your ‘list live 


too...to give better electrically! + gets longer, too! * better electrically! better electrically! 
fry pan 


griddle 










knife-scissors I a 
sharpener jn = cy 
portable mixer THA. » 
power drill > 
roaster D 


room heater 











saucepan 
sewing machine 
shaver 
sunlamp 





toaster 
vacuum Cleaner 
waste disposer 













WESTINGHOUSE WESTINGHOUSE 


IMMERSE-A-MATIC . IMMERSE-A-MATIC 
11-INCH FRY PAN 5-QUART DUTCH OVEN 




















° 
. 
Completely washable under . Entire unit washes — | 
. - . - . 
; water... cooks everything from 
water... it fries, bakes, : ; 
immmers, stews, and roasts soups to desserts ... it stews, 
bs] . - € “*e e : 3 
pen safety handle is alway . roasts, deep-fries foods .. . comes 
ope =< 1 a > =« « s 
| exclusive “Spread . complete with steam-vented 
coo 1 s é ° 


cover... fry basket available 


as an accessory. > 4 


Even” heat cooks everything 
better eliminates cold spots because 
heating element follows the square 


shape of the pan 


«] 


WHEN YOU GIVE THESE! TURN) 





. o. 
as a 
. 
WESTINGHOUSE : WESTINGHOUSE 
. 
SPOUTLESS COFFEE MAKER ss PORTABLE MIXER 
. 
N ut, so stale oils can’t collect . Comes in white, aqua, pink, or yellow... 
No spout, so sté S Cé 
| # il real fresh coffee taste Z takes even the heaviest doughs right 
=>. and spo i Ss é eee d ; Y 
/, wide mouth and smooth interior make ‘ in stride... completely portable and 
leaning easier Selector Dial es lightweight ... open handle has controls 
clee g easier...- ) i 
lets you brew coffee from mild to ° up front to let you change speeds, ae 
“> 
strong 2- to 8-cup capacity ao ° eject beaters, stop and start... \ 
/ canniividls 1utomatic ... keeps . detachable cord... you can hang mixer 
° coffee hot for hours... attractive, 2 on wall or rest it on heel. 


modern design. 
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ment.. 


shade of brownness .. 


muffins within easy reach. . 


mixing job 


simplifies cleaning 
stands on spec 
stored compactly in small space or 
drawer 


turquoise, yellow, and white 


IVE BETTER... 
Electrically 


Give up the tired ‘n true and give something new 
—something they'll enjoy for many Christmases 
to come — something electric! There’s an elec- 
tric gift to fit every person and purse! Be star- 
bright this Christmas ...take your gift list to 
your local appliance or department store today! 


UNIVERSAL 


AUTOMATIC TOASTER 


New Reflector-Control browns any 


type of bread without special adjust 


slide switch selects proper 


toasts extra- 


fast Hi-Rise racks put even 


. f@asy to 


clean. available in either shiny 


chrome or glamorous ( opper finish 


UNIVERSAL 


PORTABLE HAND MIXER 


Lightweight. easy to use for any 


easy-to-read dial selects 


any one of three different spee ds 


new, improved beater release 


mixer 


A IE 
\ fF: 
Wis, 
¥-4 


ial heel rest. can be 


available in pink, 


APPEARING EXCLUSIVELY IN THE SATURDAY EVENING POST 


*oereegeeeeeteee#*#*#*# *# # # # 





UNIVERSAL 


FRYING PAN 


res 


Gives you better thermostatically > 
: = a a 4 


controlled heat on your cooking \ 


surface than you have in your 


Yo 


: 


™— 


we 


YOU PLEASE 


oven... just set the Cookamatic 
control to desired heat for 
perfect results every time . . 
detachable control allows you 
to wash unit under water like an 


ordinary pan 


WITH EASE 


UNIVERSAL 


COFFEEMATIC 
No guessing ...no watching... 
no reheating ... set magical 
Flavor-Selector to choose your 
favorite brew ... starts perking 
immediately ... stops when coffee’s 
brewed just right... gives you 
perfect, full-bodied coffee every 
time ... comes in gleaming chrome 


or copper finish, 











VA 








How well are you doing your Christmas Stock-ing ? 
CHECK THE "GIVE BETTER ELECTRICALLY" SCALE AND SEE HOW YOU RATE! 


Hou many o} these electric * (0-3) (4-6) * (7-9) : (10 or more gifts) 
appliances are you giving? , 


a | Youre quer os. UYouhean angel > Youre weleome ° Youre Sanit Cau 
clock i Minis Thee! (ath wb poe sane en 


coffee maker 









corn popper “You're just not in the know. * You're not all the way off the * Nobody's going to avoid you if . You can climb into anvone’s 
dishwasher * Still “old hat” about Christmas * ground yet. But watch your * he can help it! You're on the , chimney this Christmas! Your 
iia “wileke * stock-ing—you haven't yet * wings get longer and longer... ° Christmas-tree ball... but give . glad sack of electric gifts will 
isl aaaaae * learned it’s smart...and easy, + as your electrical list for giving * even more and you'll give even , help everyone on your list live 


too...to give better electrically! gets longer, too! * better electrically! , better electrically! 
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fry pan 
griddle 
knife-scissors 










sharpener 
portable mixer 


power drill 









roaster 





room heater 
saucepan 























sewing machine 
shaver 





sunlamp 
toaster 





vacuum cleaner 
waste disposer 


ELECTRIC GIFTS KEEP RIGHT ON GIVING-——YEAR...AFTER YEAR...AFTER YEAR 








WESTCLOX 7 WARING 3 
~~ ANDOVER ° DRINK MIXER 
e 
2 a - The clock with the sculptured look é Completely portable. electric fun \ 
SY attractive in any room in the house z center for the whole family... 4 
Sup ... beautifully embossed metal dial ° mixes hot or cold drinks and soups 
* 3 ... luxurious hour marks and hands ° ... makes milk shakes, fruit drinks, 
.comes in stylish driftwood : sodas, and sauces quick and easy 
luminous or black luminous . . : ... has 24-ounce capacity ...cleans 
sweep second hand... buzzer alarm i. itself in jig time . . . the handsome 
... Stands four inches high ° pouring container comes in five 
— ° beautiful decorator colors. 
e 











WESTCLOX ° REMINGTON 
ORBIT . DE LUXE 4” ELECTRIC DRILL 
: MODEL 149DL 
= ein rcp ai , Unmatched power: delivers up to 
decors e Wik clock... ieee 
high-styled cartwheel design : Vy horsepower more work 


ith white dial f without stalling or overheating... 
with white dia ace, 





} lack se poke id and olid brass ; elegant triple-tone sty ling “ 

he Ss Ss, 4 s ss 

i Zz ilabl ] ith ° copper-plated gear Case, black trim 

rings... avallabie also wl 

I ] k li ] f in | white . and trigger, polished aluminum 
wack dla ace an¢ “4 ie 

“ ” . | ° housing eee has precision-geared 
spokes -..- Sweep sec onc e 





chuck with key and 3-conductor 







hand...12” diameter. 


cord with adapter. 
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2 IVE BETTER... 
Electrically 


Give up the tired ‘n true and give something new 
—something they’‘ll enjoy for many Christmases 
to come — something electric! There’s an elec- 





tric gift to fit every person and purse! Be star- 
bright this Christmas ...take your gift list to 
your local appliance or department store today! 





GENERAL ELECTRIC 


MOBILE MAID® DISHWASHER 


GENERAL ELECTRIC 


DE LUXE AUTOMATIC SKILLET 


Gives you more time for your family Bakes, fries, stews ... silicone 


needs no installation ... rolls thermostat provides even. controlled 
easily ... new “Flushaway Drain” heat for every kind of cooking... 
power-scrubs dishes, eliminates hand cooks foods just right... 
rinsing... fully automatic with no smoking — no burning 
finger-tip controls ... built in pump and no need to keep watching and 
automatic detergent dispenser ... adjusting ... removable 
holds service for 10... Textolite® top thermostat lets you wash unit like 


provides extra work surface an ordinary pan. 


YOU PLEASE WITH EASE 


GENERAL ELECTRIC 


AUTOMATIC TOASTER 


GENERAL ELECTRIC 


SUPER-GRIND DISPOSALL® 


The housewife’s greatest friend ... gets rid For toast with your personal touch 


of food before it becomes garbage . . . grinds .. easy-to-read, 9-position control 
up all kinds of food waste faster than ever lets you select exact shade of toast 
before and washes it down the drain... needs ..extra-high toast lift ends groping 


for hard-to-get short pieces... 


no sharpening ... permanently lubricated 


Safety Twistop control keeps unwanted objects snap-out crumb tray assures quick, 


out... fits most any sink, old or new... works easy cleaning ... heavy chrome 


on septic tank or sewerage systems. finish shines bright with a wipe. 
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How well are you doing your Christmas Stock-ing ? 


CHECK THE 


Hou many of these electric 


appliances are you giving? 


baker 
blender 
clock 
coffee maker 
corn popper 
dishwasher 
drink mixer 
Dutch oven 
fry pan 
griddle 
knife-scissors 
sharpener 
portable mixer 
power drill 
roaster 
room heater 
saucepan 
sewing machine 
shaver 
sunlamp 
toaster 
vacuum Cleaner 
waste disposer 


“GIVE GETTER ELECTRICALLY” SCALE AND SEE HOW YOU RATE! 


(0-3) 


Youre gntin 0s t 
Minted Thee! 


You're just not in the know 
Still “old hat” about Christmas 
stock-ing 
learned it’s smart...and easy, 
too to give better electrically! 


you haven't yet 


(4-6) 


Youre an angel 
You're not all the way off the 
ground yet. But watch your 
wings get longer and longer... 


as your electrical list for giving 
gets longer, too! 


(7-9) 
as mustleloe 


Nobody’s going to avoid you if 
he can help it! You're on the 


Christmas-tree ball... but give 


even more and you'll give even 
better electrically! 


' 
¥ 


(10 or more gifts) 


You can climb into anyone's 
chimney this Christmas! Your 
glad sack of electric gifts will 
help everyone on your list live 
better electric ally! 


ELECTRIC GIFTS KEEP RIGHT ON GIVING-—YEAR...AFTER YEAR...AFTER YEAR 


GENERAL ELECTRIC 
SUNLAMP 


Give a summer suntan now... 

this gift wins compliments the year 

round—is the next-best thing to 

giving a winter vacation in Nassau 
it lets the whole family enjoy 

a handsome, healthy, head-to-toe 

tan in the privacy of their home... 


fits ordinary AC lamp sockets 


GENERAL ELECTRIC 


PEEK-A-BREW COFFEEMAKER 


Lets you see at a glance how much 
coffee is left... takes guesswork out 
of measuring water... brew 
selector assures just the right coffee 
strength ... just set and forget — 

it turns off automatically when coffee 
is brewed the way you want it — and 


keeps it hot... brews 3 to 10 cups. 








GENERAL ELECTRIC: 
TELECHRON 


KITCHEN CLOCK—TRIM 


Thinnest. trimmest electric wall 
clock 


case, easy-to-read dial... 


... features wall-hugging 
accurate to the minute ... never 
needs winding ... comes in 
sparkling color combinations of 
copper with white or yellow, 

or chrome with white... adds a 


beautiful touch to any wall. 


GENERAL ELECTRIC- 
TELECHRON 


ROYAL “SNOOZ-ALARM"’® CLOCK 


Most popular electric alarm idea 
ever... wakes you — lets you snooze 


then wakes you again... 
striking modern design . . . fully 
luminous dial ... comes in three 
attractive colors — Beige, Pink 
or Sea Mist. 
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Electrically 


Give up the tired ‘n true and give something new 
—something they'll enjoy for many Christmases 
to come — something electric! There’s an elec- 
tric gift to fit every person and purse! Be star- 
bright this Christmas ...take your gift list to 
your local appliance or department store today! 


NESCO 


ROASTRYTE 


“Select-A-Recipe” control 

gives you perfect results 

every time... polished 

aluminum lid features see 

through Pyrex window bastes 
automatically ... built-in automatic 
“dinner-watcher” clock timer operates 

like an automatic range timer... Fiberglas- 


insulated ... full 18-quart capacity. 


J ‘ TURN 
PAGE 


KNAPP-MONARCH 
MULTI-SPEED LIQUIDIZER 


Most versatile food and beverage 
appliance ... beats, blends, chops, 
grinds. liquidizes, pulverizes, shreds 
purées, shaves ice ... has a speed for 
every need, each easily selected by 

new “Dial-A-Speed” control switch... 
$4-ounce capacity largest mixing 

jar of any blender...attractively styled 


in chrome and four decorator colors. 
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KNAPP-MONARCH 


REDI-BAKER 


The modern, handy way 

to bake right at the table 

... bakes frozen foods, 

meat loaf, full package of 

biscuits, potatoes, 2 frozen pies. 

full package cake... four times 
faster... “Dial-A-Recipe” automatic 
control assures proper temperature 


indicator light signals when baker is ready. 


YOU PLEASE WITH EASE 


KNAPP-MONARCH 
CORN POPPER 


Just plug in and watch corn pop 
automatically to full, fluffy kernels 
.no scorching — no burning 
no shaking — no stirring ... four 

boxes from each popping... 
automatic control switches off 
current when corn is popped... 
heat-proof glass top and stay-cool 
plastic handles and feet. 
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How well are you doing your Christmas Stock-ing ? 
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CHECK THE “GIVE BETTER ELECTRICALLY” SCALE AND SEE HOW YOU RATE! 


How many o} these electric 


appliances are you giving? 


baker f Cure Gplen ad 7/3 


blender : 
clock | ‘QruittmasTree/ ° 
coffee maker ij 
corn popper “You're just not in the know. 
dishwasher * Still “old hat” about Christmas 


stock-ing — you haven't yet 
drink mixer t 


learned it’s smart...and easy, 

Dutch oven ‘ 4og.. 40 mioe better-electricaliv! 
fry pan 
griddle 
knife-scissors 5 

sharpener , f-7 
portable mixer ; f 
power drill 
roaster 
room heater 
saucepan 
sewing machine 
shaver 
sunlamp 
toaster 
vacuum Cleaner 
waste disposer 


SILEX 


ALL-NEW ELECTRIC 
GLASS PERCOLATOR 


It’s Silex it’s automatic it's glass! 
Assures better coffee « onsistently 
because it’s made and served in glass 
adjustable flavor selector lets 
you choose your favorite strength... 
keeps coffee piping hot for hours 


. brews 2 to 9 cups. 


VHEN YOU GIVE 


SLANT-O-MATIC 
SEWING MACHINE 


The dramatically new and different 
SINGER sewing machine... 
outsews all other machines for both 
straight and fancy stitching... 
versatile and easy to operate ... 
available at more than 1,700 

Singer Sewing Centers from 


coast to coast. 


(4-6) 


(7-9) i (10 or more gifts) 


Yoke an age — Yorke Satta Cows 
as Mig 


ene 


MW puson 


You're not all the way off the © Nobody's going to avoid you if . You can climb into anyone's 
ground yet. But watch your *° he can help it! You're on the , chimney this Christmas! Your 


wings g 


et longer and longer... ~  Christmas-tree ball... but give , glad sack of electric gifts will 


as your electrical list for giving * even more and you'll give even , help everyone on your list live 
gets longer, too! * better electrically! _ better electrically! 


'" 


Co ll 
4 a. 


RCA WHIRLPOOL 


VACUUM CLEANER 


New kind of cleaner — an upright 
for rugs, plus super-suction canister 
for draperies, furniture, floors 
special electric-motor-driven brush 
clicks right on, provides more power 
for deepest cleaning ... canister 
rolls easily over sills, throw rugs... 
lightweight, low and quiet... has 
built-in tool compartment. 


pee Mn 


Find Local Dealers 
Fast In The 


Yellow Pages 

















| ers dispiaying this emblem 
make your shopping easy. 
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Look what’s in your 
Christmas stocking ---.. 


ry 

Find Local ) 

Dealers Fast 
In The 


Yellow Pages 
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An outstanding sales opportunity 
for Yellow Pages advertisers! 


The Yellow Pages help promotions like Give Better 
Electrically sell better locally—for you !Fora major 


mak a <n element in the Saturday Evening Post advertacular 
~4 A : 4 is the familiar Yellow Pages emblem. Its message 
h 2 tells pre-sold prospects for appliances to “find local 


a3 dealers fast in the Yellow Pages.” 

| This is just one example of how this distinctive em- 
' blem builds business for Yellow Pages advertisers. 
Call your Yellow Pages man at your local telephone 


business office soon, and learn how advertising in the 


Yellow Pages gets results! 
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He Gambles 
For Healthy Profits 
On Refrigerators 


By staking his margin on new merchandise against 
his ability to sell the customer’s old refrigerator at a 
profit, Sam Gordon of Madison, N. J., has devised a 
pricing system which keeps his prices low and his 
profits surprisingly high 


By JOHN RICHARDS 


\ AM GORDON sold 210 new refrigerators last year out of his 
~ Appliance Supermarket in Madison, N. J. On top of that he 
sold 50 trade-in units at tidy profits, and junked or sold 
wholesale another 50 inoperative units. Estimated volume on his 
new units was $55,000; his trades produced another $2,000. In 
dollars he took from $30 to $75, averaged about $50, and used $20 
(on smaller units) as his gross dollars rock bottom. 

This healthy refrigerator business was no act of providence. 
It was pried loose from tight markups while working with con- 
trolled overhead. Long hours on the sales floor, concentrating on 
dynamic courtesy selling, helped. So did simplified, well-organ- 
ized records. But the greatest single sales asset was a unique 
trade-in policy in which Gordon sometimes had to sell two re- 
frigerators to make the profit of one. For Gordon, the trades are a 


MORE> 


Pricing is a calculated risk at Gordon’s Appliance Supermarket 
in Madison, N. J., because owner Sam Gordon gambles his full 
profit on new merchandise against the money he can make 
selling the customer’s old box. 


Key to Gordon’s gamble on the trade-in is 
his ability to estimate the unit’s resale value 
and his insistence that it be in working order. 
He resells an old unit “as is,” does nothing 
more than wash it up. 


calculated instrument in his refrigerator 


pricing policy. 


Estimate and Gamble 

“We definitely sell refrigerators with 
minimum price in mind,” says Gordon. 

With an arbitrary estimate that each 
product breaks even at a 15 percent 
markup on cost, Gordon sells his refrig- 
erators at about 17 or 18 percent average 
markup. This is the equivalent of from 
$35 to $50 in dollar take for each unit. 

“But with refrigerators,” says Gordon, 
“there are different ways you can realize 
these dollar markups. One is by a clean 
sale of a new unit. Another is by masking 
the trade allowance with a discount, and 
then junking or reselling the recondi- 
tioned trade. Still a third is to drop your 
dollar take on the new unit and let the 
‘as is’ resale of the trade make up the 
difference.” 

Selling in a suburban community where 
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Intercom system 


HE GAMBLES FOR HEALTHY PROFITS 





and network of phones allow Gordon to run both 
his food and appliance stores from this desk. The stacks of order 
books are an example of Gordon’s planning. By writing only on 
top sales slip in each book salesmen don’t have to worry about 
keeping work in order, can concentrate on next customer. At end 
of day all books are processed and deliveries scheduled. 
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salaries run from $4,000 to $40,000, Gor- 
don prefers this third method. Homeown- 
ers in Madison and the 25-mile are sur- 
rounding it also own summer homes, 
creating a solid market for used refriger- 
ators. It makes for a situation where 50 
percent of all Gordon’s refrigerator sales 
involve a trade-in. 

“So our system of handling these 
trades,” points out Gordon, “‘provides us 1 
with a terrific low price punch on new 
units, and 2) eliminates reconditioning 
costs ranging from $5 to $50, or the ex- 
pense of maintaining a shop to do the re- 
conditioning.” 


The Allowance Is Vital 
Admitting that the most ticklish part 
of this program is the gamble inherent in 
estimating the resale price of a used re- 
frigerator, Gordon nevertheless tries to 
take as much uncertainty out of the ne- 
gotiation as possible. He does it by mak- 
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the cash register receipt. 





Carload buying typifies 





ing as part of the sale contract the stipu- 
lations that 1) 
than ten years of age, and 2) that it be 


the trade-in be younger 


in working order. Thus as a binding part 
of the contract, any friction over the 
trade is removed. 

Gordon readily admits that hitting that 
average can sometimes make the transac- 
tion sticky. Suppose, for instance, he es- 
timates a trade will resell for $25. He can 
then calculate he must charge his cus- 
tomer $25 over his new unit cost to come 
away from that sale with $50. If, how- 
ever, he is absolutely sure of the condi- 
tion of the box and knows he can get bet- 
ter than $25 in a resale, he can come 
down on his dollar markup and offer his 
customer an unbeatable price. 

For example, Gordon recently sold a 
customer a two-door refrigerator for 
$255, taking a five-year-old Frigidaire as 
a trade. The new refrigerator actually 
cost him $275, including delivery and 
service. Figured without the trade, Gor- 
don thus sold the unit at $20 below his 
cost. But figured with the trade, it takes on 
a different hue. He resold the trade “as is” 
for $79.95, plus delivery. All he had to 


Behind the scenes, Gordon’s cost-cutting 
techniques make his program of moder- 
ate prices possible and workable 
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Gordon’s cost control program. He buys delivery 
service from public carrier and thus bypasses union problems as well as 
the headaches of retaining trucking and warehousing help. Carrier also 
provides labor to unload Gordon’s carload orders (above), to manipulate 
merchandise around showroom, and to operate his single remaining truck. 


Strong right arm to Gordon is Lee Hayduk, ex-home economist, 
experienced saleswoman, and business systems expert. She de- 
vised unique system to trace product movement through use of 
small tape tabs which are placed on each item in the store. When 
the product is sold the tab is transferred to the store’s copy of 
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do was wash it and clean it up. If you 
deduct the $20 under cost from the $79.95 
you take on the trade, Gordon still wound 
up with a gross in dollars of $59.95. 
This case is an exceptional one since 
Gordon rarely starts any 


‘estimate-and- 
gamble” below his new unit cost. Cost or 
$5 above cost is equally rare, and in the 
majority of cases the minimum is closer 
to a $20 to $25 pattern. 

“T must try to allow myself a comforta- 
ble dollars cushion,” is the way Gordon 
puts it. 


Hurrying Obsolescence 
Gordon’s two-for-one program has one 
other big advantage; it encourages cus- 
tomers to replace relatively “young” ap- 
pliances. In such cases, the dollar profits 


$70. He then sold the trade for $125, or 
$50 above his allowance. Deducting a $10 
delivery charge, he came away from the 
trade sale with $40. Total for the two- 
for-one in this case came to approximate- 
ly $110. 


Drastic Start 

Gordon has been using this refrigera- 
tor trade-in program since August, 1955, 
when he experimented with a $5-over-cost 
policy to match the strength of three ma- 
jor area chains. 

A year and a half before that Gordon 
was not even in the appliance business. 
He went blithely about the operation of 
a successful 16-year-old supermarket in 
Madison. Suddenly the competitive pres- 
sure of freezer food plans forced him into 


can be handsome both on the sale of the 
new unit and the trade. 

For example, Gordon recently sold a 
customer a 16-cubic-foot upside down re- 


Gordon uses a food plan 
to outmaneuver the big 
boys in his area 


For every two refrigerators Sam Gor- 
don sells he sells one freezer. 

This is not accidental. It’s because he 
never moves in a sales vacuum. He always 
sells ahead, leap-frogging over the sale of 
one appliance to the next one he will sell 
a customer. His freezer food plan—a sim- 
ple, economical one, operated through his 
supermarket vividly illustrates the point. 

Recently a woman and her two sons 
were in his store seriously shopping for 
a new range. The talk came around to the 
four pies she could bake at one time. 
Gordon digressed with a talk on freezers. 

“You know, Mrs. Fuller, after you’ve 
purchased your range I’ve got to sell you 
a food freezer. Then when you bake your 
four pies in your wide-oven range, you 
can store them in your freezer.” 

Gordon led her over to a 15-cubic-foot 
freezer, selling during Madison Sales 
Days for $400. He recited the intriguing 
details of his food freezer plan: 1) no 
money down on food, nominal amount on 
freezer; 2) monthly payments of % of 1 
percent; 3) all foods frozen and 
wrapped; 4) free delivery; 5) return 
privilege on any food not satisfactory; 
and 6) free storage during power failures. 

With the growth in metropolitan and 
suburban New Jersey of appliance 
chains, the expansion of supermarkets, 
and the rise of shopping centers, Gordon 
feels stiff competition from the appli- 


selling freezers. From displaying seven 
appliances at his supermarket checkout 
counters, he soon expanded into carrying 
all the products in the RCA, Westing- 
frigerator-freezer. He took an 11-cubic- house, and Norge lines. 

foot unit in trade. His discounted price 
on the new unit was $429.95. He allowed 


Right there his refrigerator trade-in 
plan was born. It created a way to hike 
off that for the trade. Customer’s gross dollars when prices on new units 


price was therefore $354.95. His take was were sliced to from-hunger levels. 


ance and the food field. This year he is 
staking more on his freezer food plan 
because he has a one-two punch—the 
food and the freezers. 

“As an independent dealer I’m flexible 
enough to outmaneuver the big opera- 
tors,” Gordon maintains. 

This is why he insists his prices re- 
flect about 12 to 18 percent off of chain 
supermarket prices: 

“Supers lose money on grocery depart- 
ment items or staples,’ Gordon points 
out. “About 60 percent of total grocery 
tonnage sells at gross margins of from 
5 to 8 percent. Overhead, however, is 12 
to 13 percent. The other 40 percent of 
grocery volume may average 20 percent. 
That allows supers to just break even in 
groceries. 

“Profit, therefore, must come out of 
meat, bakery, vegetable and fruit, drugs 
and sidelines. The gross margins here 
may run from 20 to 40 percent. It is from 
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Have customer courtesies suffered un- 
der Gordon’s slim refrigerator gross dol- 
lar margins? 

“Long after price is forgotten,” argues 
Sam Gordon, “customers will remember 
the services we offer them. There’s no sub- 
stitute for quality merchandise and qual- 
ity service.” 

Gordon and his appliance manager, 
Mrs. Lee Hayduk, who is a skilled sales- 
woman, demonstrator, buyer, and assist- 
ant who can take over the store in the 
owner’s absence, spend their days apply- 
ing that axiom. 

They shoot for 24-hour service, whether 
on delivery or repair work. 

Gordon enjoys a friendly rapport with 
his clientele largely because he is out- 
going and tireless in selling. He also 
sticks to one-price merchandising and to 
bona fide sales. 

“We'll never nail a price leader to the 
floor and advertise it to bring customers 
flocking in,” says Gordon. “Either we 
have a backlog of bargains, or we don’t 
advertise the merchandise. And the price 
is the same to everyone. No negotiating, 
except as trade-ins demand flexibility.” 


here that supers must make up the differ- 
ence, so that they can wind up with from 
3.4 of 1 percent to 1.75 percent net.” 

To beat this competition, Gordon offers 
his customers 1) better bulk buying than 
that offered by supers, and 2) the con- 
venience and courtesies of a neighbor- 
hood store. He calculates that he can do it 
by working on margins of 7 to 8 percent. 

How? 

“Every Monday, Tuesday and Wednes- 
day,” says Gordon, “my men fill freezer 
plan orders. This means they are working 
off food center overhead and the food plan 
costs me nothing, viewed from my appli- 
ance operation. They also fill orders in 
any other free time. If, however, I could- 
n’t take this off the existing organization 
it wouldn’t pay me. In fact, I wouldn’t 
attempt it. And I must watch that the 
number of food plan orders don’t over- 
load me to the point where my overhead 
goes into an upward spiral.” End 
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QUALITY ISN’T SOMETHING 
YOU SWITCH 
ON AND 


You Can't pull a switch and suddenly start claiming quality. Quality is more than 
a claim. At Zenith, quality has been the policy for forty years with no switching 
on and off. And this policy has insured continuous quality in Zenith products. 


There are some who believe that a quality reputation can 
be created as simply as pulling a switch. Actually, quality 
can’t be “‘switched on and off” depending on the needs of 
a marketing situation. 

You can’t slight quality over a period of time and then 
start building quality overnight. Quality is more than a 
claim—it is more than a desire. Quality requires long 
range planning, thinking and training. 

At Zenith we believe in quality. It began at Zenith 
40 years ago. We know that quality is not merely a com- 
bination of quality parts and components built to the 
highest standards. It is not only skilled engineering and 
craftsmanship. At Zenith every employee must be trained 
in quality over a long period of time and must dedicate 


himself to thinking constantly in terms of quality. 

You get quality by working at it—constantly, continu- 
ously over the years. Quality is an attitude—a state of 
mind—a policy that every individual of the Zenith family 
practices and believes in. 

We are grateful for the dealer acceptance and customer 
satisfaction that Zenith quality products have earned. 
It is the result of this constant and continuous determina- 
tion by the entire Zenith family to produce only the finest. 

Zenith’s success is the result of quality and a 40 year 
determination not to switch it on and off. We don’t believe 
that others can suddenly decide overnight to start making 
quality. It’s a way of life that is built over the years and 
that’s why at Zenith quality goes in before the name goes on. 


Vi THE QUALITY GOES IN 
@ BEFORE THE NAME GOES ON 


Zenith Radio Corporation, Chicago 339, Illinois 


40 years of leadership in radionics exclusively. The Royalty of television, stereophonic high fidelity, phonographs, radios and hearing aids. 
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Both time and money are saved at Magee’s in Boston 
through use of Polaroid camera. Transparencies for 
TV commercials (right) are turned out in two min- 
utes by store’s staff. Camera is also used for regular 
photographs of products to be featured in newspaper 
ads. Ad manager Walter Brown (above) attaches 


snapshot to newspaper ad layout. 


They Save 


$9000 A Year 






By Doing Their Own Ads 


Production of TV commercials and newspaper ads was a costly and 
time-consuming business until Magee’s in Boston bought a Polaroid cam- 
era and began turning out their own advertisements 


OW did one of New England’s most 

promotional-minded appliance and 

furniture outlets cut $9,000 a year 
out of its advertising overhead and still 
surpass sales volume estimates by 10 per- 
cent despite a general business decline? 

This successful transition at Magee’s, 
Inc., in Boston began 16 months ago. Up 
to then, an advertising agency produced 
all of Magee’s promotional material, 
which consisted mainly of slides for a 
heavy TV advertising program. 

Today, Magee’s does not retain an 
agency. 

The Boston store found a way to elimi- 
nate the fees and production costs which 
come under agency set-ups. Magee’s per- 
sonnel now prepare layouts for newspaper 
ads and produce their own finished slides 
in less time and at less cost than was pos- 
sible through the ad agency. 
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The tremendous saving in both time and 
money is made possible by Magee’s use of 
on-the-spot photography—the Polaroid 
transparency system—a simple method 
for making black-and-white slides in regu- 
lar Polaroid Land cameras. Two minutes 
after the shutter is snapped, the user lifts 
out a transparency that may be projected 
immediately. The slides can be either of 
two sizes—214” square or 344 x 4”—de- 
pending upon the type of Polaroid Land 
picture roll used. 

Operating five stores throughout the 
Greater Boston area, Magee’s sells its long 
line of merchandise by volume rather than 
high-ticket price, and depends heavily 
upon advertising, particularly TV, to 
build in-store traffic. 

Between 80 and 100 slides per month 
have to be supplied to the stations by 
Magee’s advertising department which 
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also produces layouts for ads in major 
Boston newspapers and promotional pieces. 

“Around 75 percent of the agency’s 
billings was for production for our TV 
commercials—positive slides or so-called 
telops plus copy for the announcer, so 
each of the slides made through conven- 
tional photographic processes was costing 
us about $5,” Walter T. Brown, Magee’s 
ad and sales promotion director, said. 

“The way we're operating now, each 
slide we make in our Polaroid Camera runs 
about 55 cents for materials alone. And 
even if you add our production and copy- 
writing costs it doesn’t come anywhere 
near the agency’s total per slide.” 

Besides being expensive, working with 
the agency was also very time-consuming. 

After supplying the agency with roughs 
of layouts, it normally required three days 
for the finished slides because of time in- 
volved in shuttling artwork back and forth 
for corrections and approvals, not to men- 
tion the time (and cost) of a commercial 
photographer to shoot and process the 
transparencies. Last-minute changes or 
substitutions were unthinkable. Now such 
changes are made easily. 

Let’s say Magee’s scheduled a particular 
washing machine to be included in a TV 
commercial. Here’s what happens to pro- 
duce the slide: 

Brown and/or artist Ed Lynch use a 
cutout of a washer from the manufactur- 
er’s catalogue or promotional literature to 
paste up a layout. Any additional artwork 
or copy, including an occasional cartoon, 
(Continued on page 79 
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This Maytag Highlander was picked at 
random from the assembly line, and put 
into operation in the Maytag Product Test- 
ing Laboratory. The test was made under 
typical “home use” conditions. 


The Maytag Company, Newton, Iowa. 


This Maytag Highlander Automatic Washer 
operated continuously for 9,853 hours 
(14,920 loads)—equivalent of 50 years’ normal 
use! Service cost averaged only *1°° a year! 


Proving again that you sell the most dependable washer made . . . when it’s a Maytag 


YOU GET MORE QUALITY TO SELL WITH 


VM AYTAG 


PAGE 70 OCTOBER, 1958—ELECTRICAL MERCHANDISING 


































| 








The owners of Auburn Kitchens, Auburn, N. Y., have tripled 


their volume by offering ‘‘free’”’ remodeling elsewhere around the 


house to their kitchen customers 


ENRY CLIFFORD and_ Joseph 
Hutchings, co-owners of Auburn 
Kitchens, Auburn, N. Y., have de- 

veloped a sales technique which is present- 
ly selling 50 custom kitchens a year, and 
which has jumped sales volume from $32,- 
000 four years ago, to $92,000 last year. 
All this in a town of 36,000 population, 
with over 5,000 unemployed. 

The call their technique “broad package 
estimating.’ Here’s how it works: 

“Putting it simply,” says Clifford, “we 
mean that our quoted package price for 
the kitchen includes odd carpentry jobs 
which a house inspection has revealed 
should be done, even though the owner 
hasn’t mentioned them. When the talk gets 
down to price, we casually ask if she 
would like a built-in bookcase or cabinet 
in a certain spot, or the bedroom windows 
replaced, or some other needed repair 
we've noticed, at no extra charge.” 

The impact of such an offer is immedi- 
ately helpful in closing the sale, says 
Hutchings. A prospective customer invari- 
ably feels that she is getting much more 
value for the money. Initial price resis- 
tance is swept away because the offer of 
the “free” odd jobs assume a psychological 
value greater than the actual amount in- 
volved. The customer has already seen the 
displays in the firm’s showrooms, has been 
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shown before- and after color slides of 
other installations, and testimonial letters. 
She is convinced of the quality of Auburn 
Kitchens’ work. The offer to do extra jobs 
in other parts of the house thus becomes 
an extremely powerful selling tool. 

“We've never yet gone into a house,” 
says Clifford, “‘without spotting some car- 
pentry job we’re sure the owner would 
like to have done. Since most of our in- 
stallations are custom jobs, the customers 
are not the do-it-yourself breed. They 
don’t spend their spare time laying tile 
floors, acoustical ceilings, remodeling rec- 
reation rooms, fixing doorways and win- 
dows and awnings.” 

Clifford discovers which odd jobs are 
needed through a preliminary house in- 
spection (ostensibly to find out how the 
place is furnished so that the kitchen can 
be designed to blend with the total decor). 
Two or three are chosen as those most 
likely to make a favorable impression 
upon the prospect. To avoid inflating the 
total cost to an unreasonable level, the 
odd jobs selected for inclusion in the 
broad package estimate are not big ticket 
ones. The kitchen estimate is worked out 
first, then the sum of the cost of materials, 
the cost of labor at $3.20 per hour, and a 
20 percent markup for the odd jobs is add- 
ed to obtain the broad package estimate. 
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KITCHEN 


They'll Fix the Hall Closet To Sell a Kitchen 


The flexibility achieved by initially 
starting price talk with the broad package 
estimate usually makes the cost objection 
evaporate. First, there’s the psychological 
discount by the offer of doing the odd car- 
pentry jobs, which makes the prospective 
customer feel that greater value is ob- 
tained. Second, if the customer does not 
prove receptive to the idea, then the lump 
sum of the carpentry jobs can be de- 
ducted from the total estimate, making the 
lower price more appealing. And third, the 
offer of the small carpentry jobs can fre- 
quently lead to other major remodeling 
jobs at the same time, which ups the total 
package for more profit. 

Both Clifford and Hutchings are quali- 
fied carpenters, but claim their broad 
package approach can be adapted by any 
kitchen dealer. The 20 percent markup is 
guarantee enough that there will still be a 
profit in the odd jobs even if the work 
must be sub-contracted. But more impor- 
tant, the primary kitchen job can be 
closed with less difficulty. 

Aside from the increased number of 
sales made, broad package estimating re- 
sults in greater customer satisfaction, a 
factor which the co-owners feel is essential 
for continued prosperity. Customer satis- 
faction means referrals and additional 
business. Auburn Kitchens goes to the 
point of having customers sign a comple- 
tion certificate, which states that the in- 
stallation has been entirely satisfactory. 
By doing this, the customer is given a 
chance to voice any complaints, and the 
co-owners are given the opportunity of 
correcting any deficiencies. End 





















































Before you buy... 


see the BIG 


Mow-MASTER 


line for 1959 


Power Mowers - Rotary “Ree! and Riding Models 


Many new features, plus 


Unique *Prest-0-Matic stand-up starting 
e Distinctive New Styling 
e Bigger Horsepower 


e Lower Price 


“Remember. / 
YOU sell Mow moe nr iMlelite 


Yoli-hVane lite mnere) 


A few choice territories available 
Write for information 





propulsion jit 


ENGINE CORPORATION 
AND CHEMICAL 
503 Marion Street, Milwaukee, Wisconsin Conroeat: 


MOW-MASTER POWER MOWERS —TITAN CHAIN SAWS 










Buying can be tricky. This is 
especially true about non-elec- 
tric housewares, giftwares, and 
toys, not necessarily because of 
price sheets, but because selec- 
tion of merchandise can be 
tricky. 

A big eastern discounter has 
said, “Anybody who doesn’t 
stock toys at Christmas is miss- 
ing the boat. He can’t get 
burned. But giftware, that’s a 
different matter.” And a big 
chain operator has said, “You 
need more know-how to mer- 
chandise giftwares than to mer- 
chandise appliances, unless 
you’re essentially a giftwares 
store. You need a big variety. 
Markup is tricky and special- 
ized. It can be very dangerous.” 

To start with a dealer must 
recognize’ that even though 
markups range up to 40 and 50 
percent, they may be closer to 
25 percent where competition is 
really stiff. And he must be pre- 
pared to average this against 
mark-downs and damaged goods. 





TRY ADDING NEW LINES 


STORY STARTS ON PAGE 61 


With this in mind he must at- 
tack his buying. If he has 
a salesman with specialized 
knowledge in sidelines a deal- 
er can turn him into a buyer. 
Let this man perfect his skills. 
Somebody has to survey the 
products, gather market data, 
attend shows and_e exhibits, 
watch the competition and the 
successful operators. Certainly 
they should be combing the ex- 
hibits at 225 Fifth Avenue in 
New York and Chicago’s Mer- 
chandise Mart, if within reach 
of either, for hot numbers for 
Christmas. Otherwise your own 
area suppliers are the sources to 
contact. 


What to stock. Certainly ex- 
pensive pottery and china 
should be shunned for any deal- 
er getting his feet wet in side- 
lines. More appropriate at this 
season are glass and caddy sets, 
bar equipment and accessories, 
trays, dishes and the like—usu- 
ally priced between $5 and $15. 


(Continued on page 75) 





Will YOU Be 
Making More Money 
in 19607 


The answer’s up to you 


but you can’t wait until 1960 to 


make it. Modernization to prepare your store for the addi- 
tional growth and profits awaiting you in the 1960’s must 


be started right now. 


To help you do this, ELECTRICAL MERCHANDISING 
will devote its entire November issue to Modernization. 
There will be hundreds of useful suggestions on improving 


your store design, lighting, 


air conditioning, materials 


handling, service, office equipment, delivery and similar 


subjects. 


You can’t afford to miss it 
If you want to make money in the 1960’s 


ELECTRICAL MERCHANDISING’s 


Modernization Issue 





coming in November 
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Shown here in the Opa Locka, Florida shop of the Eagle Army-Navy 
Department Stores are William A. Weintraub, President; Alvin 
Kaufer, Manager; Aaron Kravitz, Vice-President; Lee M. Hollo- 

ell, Graybar Appliance Sales Manager at Miami and Daniel W. 
Zeigler, Graybar Appliance Salesman. 


“Thanks to the 
Graybar Team 
our new appliance department is a Real Success... :’ 


say WILLIAM A. WEINTRAUB, President and AARON KRAVITZ, Vice-President, 
Eagle Army-Navy Department Stores, Miami, Florida 


Above, the merchandising quartet of Kravitz, Weintraub, Hollowell 
and Zeigler get together to plan one of the chain’s special promotions. 


‘‘After many years in business in South Florida,” says 
Mr. Weintraub, “‘we found ourselves the largest chain 
of junior department stores in this area. We had 11 busy 
stores and were considering the addition of a traffic 
appliance department. 

“Our decision was to go ahead, thanks in no small meas- 
ure to the guidance given us by the men at Graybar. They 
offered advice, assistance and merchandising tips based 
on their own practical experience. Most important of all, 
they gave us lots of personal service. 

“Our business has been built on value and dependa- 


bility. So in the appliance field we needed well-advertised, 
name brand merchandise. We had to have manufacturers 
and a distributor who would stand solidly back of us 
and their merchandise. We’ve fulfilled these conditions 
by doing business with Graybar, and our first year in 
this field has been a big one. Today ours is the most 
complete department of its kind in this area.” 

If you are considering a new appliance department, or 
if your present appliance department is not giving you 
the volume and profit your location justifies, have a talk 
with the men at the Graybar office nearest you. 







GRAYBAR ELECTRIC COMPANY, INC., 
420 Lexington Avenue, New York 17, N.Y. 








The fastest selling electrical appliances are 








OFFICES IN OVER 
130 PRINCIPAL CITIES 
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World’s greatest salesman mows 'em down 
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with RONSON CFL Electric Shaver! 





“By golly, I just couldn't be any more enthusiastic about any 
product than I am about the new Ronson CFL Electric 
Shaver. It gives me the best doggone shave I’ve ever had in 
my life 

I'm really awful glad Ronson will be sponsoring my TV 
show this year, because it gives me the best chance in the 
world to show all those people out there in the audience what 
a great shaver Ronson has got here. 


Here are the fine Ronson products 
Arthur Godfrey will be selling 
for you this year.........0. 


Y’know, most of my 


Ronson CFL Electric Shaver 


audience will be looking for Christmas gift ideas...for 
husbands, wives, relatives, sweethearts...and I'll be right there 
to give ‘em the right ideas. 

I'll be selling Ronson on ‘Arthur Godfrey Time’ from 
September through Christmas over 116 CBS-TV stations. 
And before you know it, people will be in your store asking 
questions and buying Ronson products. So stock up now and 
be ready for em!” 





Ronson Hood 'N Comb Hair Dryer 


Lady Ronson Electric Shaver 
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TRY ADDING NEW LINES 


Some jobbers in giftwares 
suggest a $300 basic initial in- 
ventory for anyone experiment- 
ing in the field. This would give 
a dealer from 15 to 20 items. 
They might be drink sets and 
other glassware, ceramics like 
lazy susans, casseroles, and 
carafe sets, brass serving piec- 
es, ice buckets, etc., and crystal 
pieces. For $1.98 and $2.98 a 
dealer can also sell imported 
ceramic items, ash trays, ciga- 
ret trays and the like. Usually 
these jobbers suggest a dealer 
buy two of an item, one to dis- 
play and one to keep in stock. 
When an item moves a dealer 
can quickly step his purchases 
up to half dozen and dozen lots, 
depending on movement. 


Toys a natural. At least 65 
percent of the $1%% billion toy 
industry sales are made during 
the Christmas season. Unless a 
dealer is a big outlet he cannot 
buy direct and thus must make 
purchases through local job- 
bers. 

Trains, of course, are the 
most logical items to handle. 
Next come musical toys, electri- 
cal, electronic, mechanical and 
communications toys. For the 
dealer experienced and expand- 
ing in toys, dolls, wheel goods, 
building toys, and arts and 
craft hobby toys are good items 
to buy. Certainly anyone just 
taking on toys should not stock 
expensive hobby and collector’s 
items to start with. Prices, of 


(RCSLT NRT SS 
More Money in 60? 


OFFICE 
EQUIPMENT 


is just one step you can take 
today to modernize your store 
for tomorrow’s growth. You'll 
find hundreds of tips on better 
lighting, store design, office 
equipment and other subjects in 
ELECTRICAL 
MERCHANDISING’s 


Modernization 
Issue 


Coming in November 


STORY STARTS ON PAGE 61 


course, should conform to the 
dealer’s customer pattern, i.e. 
nothing more than $5 if traffic 
is largely lower income. 


Greeting cards, too. Any deal- 
er looking to greeting cards as 
an extra source of profit at 
Christmas should investigate 
the latest merchandising racks. 
One dealer opened such a de- 
partment with a 9-tier rack 
about eight years ago. He re- 
cently switched to a _ 12-tier 
rack, costing $100 each. It al- 
lows him to carry 200 addition- 
al numbers. This’ increased 
effectiveness is important since 
this dealer now does $8836 in 
cards, most of it during the 
Christmas season. 


Train your staff. Like electric 
housewares, giftwares can be 
traffic-stimulators. But a sales- 
man has to close the sale. For 
that reason it is mandatory that 
a dealer alert his sales staff to 
the potential in sidelines. He 
must insist on the same meticu- 
lous product knowledge and 
selling as that given his other 
lines. Periodic training sessions 
before Christmas will set the 
stage for the rush period. 


Plan your’ merchandising. 
The same applies to merchan- 
dising. Direct mail programs 
should be formulated early. 
Work out the proportion of ad- 
vertising to be allotted to the 
new portion of your business. 
Interior displays should be de- 
signed to make maximum use 
of the flow of traffic. Giftwares 
and non-electric housewares 
can draw customers into elec- 
tric housewares and big ticket 
items. Pegboard, shelf and 
island arrangements serve this 
purpose effectively. Packaged 
offers of a giftware item with 
an electric housewares item 
will help both departments. 
Any contests or prize offerings 
should similarly overlap—al- 
ways with the intent of step- 
ping up volume for the whole 
store. 

In the last analysis, the side- 
lines dealer must formulate his 
plan early. Then he must put 
his total plan into operation. 
After that it’s a matter of 
checking product movement to 
decide how far and how fast he 
wants to go into this additional 
area of profit. End 
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SOFTENER 
DEPENDABLE, SALE- 


by 
ATTRACTIVE and PROFIT- 
ABLE for you. modern 
WHEN YOU HANDLE MODERN water softeners, you get 


these features PLUS all the help you need to sell them 


WATER 


WE OFFER YOU a complete line of water softeners and 
filters, performance tested in thousands of homes and 
by dealers all over the U.S. and Canada. 


MODERN SOFTENERS ARE IN DEMAND. More people 
are buying softeners ever before. Here's a wide 
open market and here’s your opportunity to get your 
share of this profit 

THE “SUBURBAN”, pictured right 
electric unit, sets a new pace and leads the field in de- 
attractiveness and dealer profit 
n the Fast Turnover class 


| ee 
saies prover 


tnan 


pendat 
PCMadd 


alieabd Ty, 
= 


A te CT 
YValer So 


Teners 


7 OUTSTANDING SELLING FEATURES in the ‘Suburban’ 
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a completely automaticThe Leader In a 
Complete Line Of 
Modern Water Softeners 
That Are Setting The 
Sales and Performance 
new Pattern For The 


PROFIT 
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AND 
SALES 
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water treatment division 
GEORGE GETZ CORPORATION 
Freeport, lilinois 
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RECORDS ARE A NATURAL 


sustaining demand for records.” 

At Liberty Music in New York 
a man on the payroll takes care 
of creating their special win- 
dows. The firm devotes special 
ads to records, pushes its Christ- 
mas catalogue and_ best-seller 
numbers to the fore, and relies 
heavily on its staff. 


How Goody Does It 


At Sam Goody’s, where gross 
volume last year ran to $614-mil- 
lion (about 85 percent of it in 
LP’s, and 60 percent of that in 
classical numbers) Abner Levin, 
general manager says: 

“We don’t merchandise any 
differently during Christmas 
than we do during the rest of the 
year, with one exception. That is, 
we may run a sale in which we 
give an additional 10 percent 
discount. This is to take advan- 
tage of a peak traffic period and 
to make new friends for the 
other 10 months.” 

Normal discounts at Goody’s 
run 18 percent off list for items 
selling for $3.98; 20 percent for 
items $4.98 and 25 percent above 
$4.98. 

Except for moving Christmas 
selections to a prominent place 
in the aisles, there’s a minimum 
if reshuffling of merchandise at 
Goody’s. This is because files 
stacked for self-service browsing 
ind selecting are best left alone. 


Skilled Personnel 


Dealers of all types shy from 
permitting inexperienced _ per- 
sonnel, part-time or otherwise, 
taking over the important chore 
of selling record buyers. They 
either let regular department 
salesmen work harder, or they 
use repeat part-timers. Even 
manufacturers emphasize’ the 
importance of educating the rec- 
ord staff on the available mer- 
chandise. 

One manufacturer throws in 
the notion that some dealers can 
effectively use a flat table, piled 
high with record merchandise, 
and carrying a big “Christmas 
Department” sign. Pegboards on 
which to hand face-out displays 
can augment this. 

Further suggestions are that 
manufacturer gift wrap pro- 
grams should be put to better 
use; that gift certificates, offered 
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free by manufacturers, can prod 
gift sales in the $10 to $20 range. 


Opportunity in Stereo 


Two new areas of action are 
opening up for the dealer inter- 
ested in records. One is the en- 
tire field of stereo. The other 
is the opportunities offered 
through rack jobbers. The for- 
mer is for the dealer firmly im- 
planted in the record business. 
The latter is for the dealer who 
may have once been in records 
and became disenchanted. 

“By Christmas this year,” 
says Abner Levin of Goody’s, 
“there'll be about 1500 stereo 
LP records put out by about 30 
companies. That compares with 
about 32,000 monaurals. Yet 
how many of these 32,000 does 
the average dealer stock at all 
>’ I maintain that the av- 
erage dealer can stock a higher 
percentage of stereo records 
than the percent of monaurals 
ever stocked. And as long as the 


times ” 


record companies permit an ex- 
change of a stereo record for a 
comparable monaural, and vice 
versa, how can you go wrong?” 

Take the matter of rack job- 


‘bing. These jobbers have been 


busy developing big accounts, 
but now show signs of getting 
around to average dealers. In 
fact, in some cities record deal- 
ers are becoming rack jobbers 
themselves in a step to keep rack 
jobbers out. The cost of a phone 
call would be well repaid if a 
dealer called a record distributor 
and asked to be in touch with 
whoever is racking in the area. 
Make sure the jobber is reput- 
ible. When he calls he’ll either 
offer to put in a rack, a wooden 
fixture or a complete depart- 
ment. Normal procedure is for 
the jobber to stand the cost of 
establishing the rack operation. 
But the dealer must pay for the 
merchandise. The jobber’ will 
service the rack on a_ weekly 
basis. He has return privileges 
with the record companies so 
that he usually gets numbers 
which these companies know will 
move. As a dealer you'll be work- 
ing on a 20 to 30 percent mark- 
up. Your contract with such a 
jobber will obligate you to pay 
for merchandise if you request 
him to pull the rack out. If he 
takes it out he’s the one that’s 
obligated. This is a simple pro- 
tection device to eliminate 
switching jobbers. End 
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“LARGEST MAKER OF 
VACUUM CLEANERS” 





Salional Accounting Machines save us $68,750 a year... 


return 102% annually on investment” —ELECTROLUX CORPORATION, New York, N Y 


322 Retail Stores and Service Establishments"’ 
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THEY SAVE $9000 A YEAR 


(STORY STARTS ON PAGE 69) 


is done by Lynch. 

The layout is then placed on 
the easel of the new Polaroid 
Copymaker ($99.75, retail)—a 
compact unit that photographs 
anything that fits onto its 11 x 
14” easel. 

One of Magee’s two Polaroid 
Land Cameras—the Speedliner 
model ($94.50, retail) loaded 
with the Land Projection Film 
is attached to the Copymaker. 
Two minutes after the shutter 
is clicked, a positive black-and- 
white transparency is lifted out 
of the camera. After immer- 
sion for 20 seconds in an emul- 
sion-hardening liquid, the trans- 
parency is placed in a Polaroid 
snap-together, plastic mount 
the finished slides costing about 
55 cents, ready for shipment to 
a TV station. 

“They’re so simple to make 
that our secretary-copywriter, 
who’s far from a _ professional 
photographer, does most of the 
actual picture-taking,’”’ Brown 
said 

When shipments arrive late or 
unexpectedly, Brown and Lynch 
quickly pull together a few lay- 
outs and Mrs. Koota_ photo- 
graphs them. Within a couple of 
hours, they have enough slides 
to compose a commercial, and 
send them to the two Boston TV 
stations to substitute for those 
previously scheduled for that 
day. 

If Magee’s still operated under 
the agency set-up, Brown could 
not have accomplished the effec- 


Vore Money in 607 


AIR 
CONDITIONING 


is just one step you can take 
today to modernize your store 
for tomorrow’s growth. You’ll 
find hundreds of tips on better 
lighting, store design, office 
equipment and other subjects in 


ELECTRICAL 
MERCHANDISING’s 


Modernization 
Issue 


Coming in November 
ke SA ae a RSS 


tive promotion he staged two 
months ago when five days of 
heavy rain kept customers from 
a special sale. 

“The rain was killing our 
sale,” he said, “so we decided 
to cancel it and promote. auto- 
matic dryers for ‘perfect drying 
conditions regardless of the 
weather.’ ” 

The layouts were _ photo- 
graphed on the Polaroid Copy- 
maker, the slides mounted and 
coded, and the whole commercial 
rushed downstairs to a waiting 
taxi for delivery to the Boston 
TV stations—all within a couple 
of hours. 

“It was one of the most suc- 
cessful promotions Magee’s has 
had this year,” Brown said. “In 
the time it would have taken the 
agency to prepare promotion 
slides, our television commer- 
cials were already building in- 
store traffic because we got our 
slides on the air so quickly. And 
the cost of making them was 
about 90 percent cheaper than if 
the agency did it.” 

Besides TV commercials, 
Brown and his staff also pre- 
pared three or four full-page 
newspaper ads every week, using 
regular Land film that produces 
black-and-white paper prints in 
only 60 seconds. 

When a picture of a particular 
appliance is needed for a layout, 
Brown photographs it with his 
Highlander model Land camera 
($72.75, retail) which he keeps 
loaded with the regular film. 
The 60-second pictures are sent 
to newspapers along with the 
layout and are either enlarged or 
reduced, as would the profes- 
sional-sized photo being prepared 
for newspaper use. 

“The pictures reproduce ex- 
cellently and are readily accepted 
by the newspapers,” he said. 
“And if we have a rush job be- 
cause of a last-minute substitu- 
tion or price change, we can take 
a picture and have it in the news 
paper’s hands in a half-hour. 

“Take the time a few months 
ago when a fire broke out in our 
annex across the street,” the ad- 
vertising director said. “I 
grabbed the Land camera and 
hung out the window taking pic- 
tures of the fire while firemen 
battled the flames. We used the 
pictures to advertise a big fire 
sale in the newspapers the next 
morning. End 


ELECTRICAL MERCHANDISING—OCTOBER, 1958 


SUOLON Nid 


aSAOHONILSdM 


Right! Westinghouse guarantees 
window fan (and air conditioner) 
motors* for five full years! 


These motors never need reoiling. 
They eliminate fan repair problems. 


They'll give your fans a terrific 
sales advantage! 


Inquire about Westinghouse motors 
for the fans you sell. Ask your 

fan supplier—or write 
Westinghouse Electric Corporation, 
Industrial Motor Dept., Lima, Ohio. 


*42-frame shaded-pole and permanent- 
split capacitor motors 


vou can oe sure..ers Westinghouse 
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SELL COMFORT at a PROFIT 


{ UNIVERSAL ( 


with Glectresteem 


PORTABLE AUTOMATIC STEAM RADIATOR 


$ ae ee ro i oe 5 ia rey cs * 
2 








WITH MANY 
NEW FEATURES! 


It’s new, it’s better, it’s even faster 
selling! The new Universal-Electresteem 

















plugs in like a lamp—and is just as safe! 











Thrifty, too, costing only pennies a day. 





This portable electric steam radiator belongs 
wherever extra comfort is needed in the form of 
clean, dependable, uniform heat. Has dozens 
of applications. Ideal for homes (from attic 

to cellar), motels, summer camps, farm 


buildings, offices, garages, industrial plants. 
EXTRA SAFE HEAT from any aaa aaa I 
wall plug with new portable Universal- . Po 
Electresteem. For profits, too, Universal-Electresteem is 
8-section model (left) $44.95 retail : 4 y : P - 
10-section model (front) $49.95 retail designed right, built right, and priced right! 


Both models in three smart colors — * 
gram, welael, Grey. Heat up the next cold season with sales. 


Order enough today. 


4 


BUILT-IN THERMOSTAT NEW EASY FILL DEVICE NEW DESIGN AIR VALVE WATER LEVEL INDICATOR 
Rugged and accurate. Makes the Redesigned to provide closer, Really new —and conveniently Finger operated (no wrench re- 
new Universal-Electresteem Ra- more effective control. Result is placed where it belongs — close quired). Provides user with posi- 
diator complete in itself. efficient, balanced heat. to the top of the radiator. tive water level indication. 


bs New tubular type heating unit. Stainless steel. ee New steel shell is made of the highest grade 
Heats faster — lasts longer. cold-rolled steel. Treated against rust and 
charged with rust inhibitor. Transfers heat 


— New handsome oven-baked enamel comes in three four times faster than old-fashioned cast iron. 


smart colors — green, walnut and gray. 
a No attention required after initial filling 
except water level check every 200 heating hours. 


ELECTRIC STEAM RADIATOR CORP. 


Paris, Kentucky « Subsidiary of Landers, Frary & Clark 


Se No fumes, no open elements, no piping, no noise. 
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Everybody wants one! Display and sell new Stereofonic 
Fonografs and Tape Recorders by Webcor! 


New Webcor ‘*High-Fonic”’ Fre- 
quency Distribution System provides 
stereo fonograf reproduction unmatched in 
the industry! This new system makes it pos- 
sible to use a small, compact external speaker 
for the second sound system rather than a 
large, space-consuming unit that may dis- 


turb a preferred furniture arrangement! 


New Webcor Speaker—Amplifier 
Systems! 1959 Webcor external speaker 


amplifier systems give up to 30 watts of 


audio power—team up to reproduce all sound 


with maximum clarity and precise definition! 


New Webcor Stereo-Diskchanger 
with **Magic Mind.”’ This fabulous new 
diskchanger plays 33 and 45 rpm stereo or 
monaural records intermixed! Exclusive 
Webcor “Anti-rumble ribs” absorb vibra- 
tion for less rumble than any other record 


changer! 


New Webcor ‘‘Aural Balance” Re- 
mote Control! When used with a Webcor 
Fonograf or Tape Recorder, this amazing 
unit allows the listener to adjust audio level 
in both sound systems from wherever he 
happens to be sitting. 


SELL THE ALL-NEW 1959 WEBCOR LINE 


FOR YOUR BIGGEST CHRISTMAS YET! 








Look at the extensive 
Webcor advertising coverage 
behind you this Christmas! 


The big Christmas push is on, with full-page, 
full-color ads in Life, Esquire, Holiday, 
House and Garden, and Living for Young 
Homemakers. There also are exciting ads 
in National Geographic, New Yorker, 
Harpers, Atlantic, and High Fidelity all 
through the Christmas selling season. So 
more people than ever will be in a Webcor 
buying mood. Get your share of these big 
sales. Tie in with this exciting Webcor Christ- 
mas display featured above. Contact your 
Webcor distributor now. He'll supply you 
with supporting dealer mats and radio and 
TV spots, too! 











Model 1996 

18th Century Stereo-Fidelity Radio- 
Fonograf—An exquisite reproduction of 
authentic 18th Century cabinetry! 13 tube 
AM-FM fono combination. “Magic Mind” 
Stereo-Diskchanger—4 speeds—‘‘High- 
Fonic” Frequency Distribution System. 
30-watt amplifier. 15” woofer, 6” mid- 
range, two 4” tweeters with crossover 
network. Automatic shut-off. Equipped for 
use with “ Aural Balance” Remote Control. 
Mahogany or Ebony. Matching Stereo- 
Mate IV, amplifier-speaker system, (Model 
4904) when combined with the 18th Cen- 
tury provides a total of 60 watts audio output. 


Model 1998 


Contemporary Stereo-Fidelity Radio- 
Fonograf—A handsome new Webcor 
Radio-Fonograf smartly styled in a modern 
manner! 13 tube AM-FM fono combina- 
tion. “Magic Mind" Stereo-Diskchanger 
—4 speeds—"High-Fonic” Frequency Dis- 
tribution System. 30-watt amplifier. 15” 
woofer, 6” mid-range, two 4” tweeters with 
crossover network. Automatic shut-off. 
Equipped for use with ‘‘Aural Balance” 
Remote Control. Mahogany, Walnut, 
Bionde or Ebony. Matching Stereo Mate 
ill, amplifier-speaker system (Model 4903), 
combined with the Contemporary provides 
a total of 60 watts audio output. 


Mode! 1959 


Ravinia Stereo-Fidelity Fonograf—Here 
is truly luxurious modern styling! ‘‘Magic 
Mind” Stereo-Diskchanger—4 speeds— 
“High Fonic" Frequency Distribution Sys- 
tem. 30-watt amplifier. 12” woofer, 6” mid- 
range, two 4” tweeters with crossover 
network. Equipped for use with ‘Aural 
Balance” Remote Control. Mahogany, 
Bionde, Walnut or Ebony. Matching Stereo 
Mate Ill external amplifier-speaker unit 
(Model 4903) when combined with the 
Ravinia provides a total of 60 watts audio 
output. 


THIS 


Sell the 
195 


CHRISTMAS 


Line that Sells it 
9Q Webcor 














Model 1999 


Victorian Stereo-Fidelity Radio-Fono- 
graf—A masterpiece of rich traditional 
design! 13 tube AM-FM fono combina- 
tion. “Magic Mind" Stereo-Diskchanger 
—4 speeds—"‘High-Fonic” Frequency Dis- 
tribution System. 15-watt amplifier. 10” 
woofer, two 4” tweeters with crossover 
network. Equipped for use with ‘Aural 
Balance” Remote Control. Maple or 
Mahogany. Matching Stereo Mate I, exter- 
nal amplifier-speaker system (Model 4901) 
is designed to serve as the Victorian’s 
second stereo sound source 

Also available without AM-FM radio, 
Model 1969. 


Model 1992 
Moderne Stereo-Fidelity Radio-Fono- 
graf—A distinctive example of the best in 
modern styling! 13 tube AM-FM fono 
combination. ‘‘Magic Mind” Stereo- 
Diskchanger—4 speeds—'‘High-Fonic” 
Frequency Distribution System. 15-watt 
amplifier. 10° woofer, two 4” tweeters with 
crossover network. Equipped for use with 
‘*Aural Balance” Remote Control. Blonde 
or Light Walnut. Matching Stereo Mate I, 
external amplifier-speaker system (Model 
4901), is designed to serve as the Moderne's 
second stereo sound source. 

Also available without AM-FM radio, 
Model 1968. 


Model 1965 


Overture Stereo-Fidelity Fonograf—A 
new and smartly styled consolette model! 
‘Magic Mind” Stereo-Diskchanger—4 
speeds—‘“High-Fonic” Frequency Distri- 
bution System. 10-watt amplifier. 6” x 9” 
woofer, two 4” tweeters with crossover 
network. Equipped for use with ‘Aural 
Balance” Remote Control. Blonde, Mahog- 
any or Cherry. Matching Stereo Mate | 
external amplifier-speaker system (Model 
4901), is designed to serve as the Over- 
ture’s second stereo sound source. 


STEREO MUSIC SOUNDS BETTER Kc 
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Magnificent new stero-fidelity fonografs 


to match every Christmas gift budget! 
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Model 1967 

Concerto Stereo-Fidelity Fonograf— 
The Concerto is tastefully designed to 
complement either a modern or traditional 
setting! ‘‘Magic Mind” Stereo-Diskchanger 
—4 speeds—10-watt amplifier. 6” x 9” 
woofer-midrange, two 4” tweeters. Mahog- 
any or Blonde. Matching Stereo Mate |, 
external amplifier-speaker system (Model 
4901), is designed to serve as the Con- 
certo’s second stereo sound source. 


Model 1962 


Musicale Stereo-Fidelity Portable 
Fonograf—This is Webcor's finest stereo- 
fonic portable fonograf! ‘‘Magic Mind" 
Stereo-Diskchanger—4 speeds. 10-watt 
amplifier. 6” x 9” woofer, two 4” tweeters 
with crossover network. Ebony or Brown. 
Matching Stereo Mate V, external amplifier- 
speaker system (Model 4905), is designed 
to serve as the Musicale’s second stereo 
sound source. 


Model 1963 


Holiday Imperial Stereo-Fidelity 
Portable Fonograf—An impressive 
achievement in portable stereo fonograf 
performance! ‘‘Magic Mind” Stereo- 
Diskchanger—4 speeds. Powerful ampli- 
fier. 5° x 7” woofer, two 4” tweeters with 
crossover network. Ebony or Tan. Match- 
ing Stereo Mate V, external amplifier- 
speaker system (Model 4905) especially 
designed as the Holiday Imperial’s second 
stereo sound source. 


ER BON A WEBCOR! 














































Mode! 1997 


French Provincial Stereo-Fidelity Radio-Fonograf— Offers 
matchless stereofonic music from the new stereo records— 
13 tube AM-FM fono combination. “Magic Mind" Stereo-Disk- 
changer—4 speeds—"‘High-Fonic” Frequency Distribution System. 
30-watt amplifier. Four speakers: 15” woofer, 6” mid-range, two 4” 
tweeters with crossover network. Equipped for use with “Aural 
Balance” Remote Control. Walnut or Maple. Matching Stereo-Mate 
IV, amplifier-speaker system, (Model 4904), when combined with 
the French Provincial provides a total of 60 watts audio output. 


Model 1954 


Holiday Coronet Stereo- 
A Fidelity Portable Fonograf 
—No finer stereo fonograf at 
anywhere near its modest 
price! “Magic Mind" Stereo- 
Diskchanger—4 speeds. Wide- 
range amplifier. Powerful 6’ 
woofer, 4” tweeter. Ebony and 
Grey or Brown and Tan. Stereo 
Mate V (Model 4905) matching 
external amplifier-speaker unit 
for stereofonic sound. 





WEBCOR for '59! ALL-NEW EXTERNAL 
AMPLIFIER-SPEAKER STEREO SOUND SYSTEMS! 





Model 4901 
STEREO MATE! 
Three wide range 
speakers—15-watt 
amplifier. 





Model 4923 Model 4904 
AUDIO MATE STEREO MATE IV 
“CUSTOM 10" Mode! 4905 Three wide-range 


Three big speakers 


STEREO MATE V speakers —30- watt 
—10-watt amplifier. 


Two. powerful amplifier. Also 

speakers—8-watt available in mod- 

amplifier. ern styling—Model 
4903 





Webcor supplies a wide variety of external stereo sound systems in styles 
and finishes to match the 1959 Webcor Stereofonic Fonografs. These 
powerful amplifier-speaker units reproduce all sound with unequalled 


accuracy and tonal quality. 
























































MUSICALE STEREO-FIDELITY TAPE RECORDER and 
MUSICALE STEREO-FIDELITY FONOGRAF 


The Musicale Tape Recorder and the Musicale Fonograf are 
matched Stereofonic units, both in cabinetry and in com- 
ponent parts. Use the Musicale Fonograf as a second sound 
source for playing stereo tapes on the Tape Recorder—or 
use the Musicale Tape Recorder as second sound source j 
when playing stereo records on the Musicale Fonograf 
Mahogany, Blonde, Walnut, Maple. Matching Stereo Mate | 

(Model 4901) can serve as second sound source for either the 


Musicale Tape Recorder or the Musicale Fonograf 


BCOR 19 
i - a . ee” 


Model 2827 


Imperial Stereofonic Tape Recorder— 
This is Webcor’s finest—today’s outstand- 
ing stereo tape recorder! Superb stereo- 
fonic playback. Records and plays back 
monaurally in both directions without 
“reel-turnover.” 10-watt amplifier and two 
pre-amplifiers. 5° monitor speaker. Has 
“Aural Balance” Remote Control—auto- 
matic shut-off—high fidelity recording 
heads—co-linear (stacked) playback heads 
—output, input, speaker receptacies— 
recording level indicator—AC convenience 
outlet—4-way master control—output re- 
ceptacle for external sound system. Ocean 
Blue. Matching 2-section, 6-speaker ex- 
ternal amplifier-speaker system, Model 
4827, (extra). 





Model 2822 

Royal Coronet Stereofonic Tape 
Recorder—Brings you the world’s finest 
music with true stereo precision and tonal 
accuracy! Stereofonic playback—‘‘no reel- 
turnover” feature for monaural record and 
playback. 10-watt amplifier—6” x 9° woofer, 
two 4” tweeters with crossover network. 
Equipped for Aural Balance" remote con- 
trol. Ebony or White. Matching 3-speaker 
external amplifier-speaker system, Model 
4820, (extri). 





Mode! 2821 


Royal Stereofonic Tape Recorder— 
Superbly engineered stereofonic tape re- 
corder—and priced to make it one of 
today's best buys! Stereofonic playback— 
“no reel-turnover” feature for monaural 
record and playback. Wide-range 5-watt 
amplifier—5” x 7” woofer, 4” tweeter. 
Equipped for “Aural Balance” Remote 
Control. Ebony or White. Matching 3- 
speaker external amplifier-speaker system, 
Model 4820, (extra). 





WEBCOR for '59! All-New WEBCOR MONAURAL 
HIGH FIDELITY FONOGRAFS AND TAPE RECORDERS! 


Webcor is also introducing a brand-new line of monaural high fidelity fonografs and 
tape recorders for 1959. These impressive new units outperform anything in the field 
offer the progressive dealer an exceptional profit opportunity for this Christmas and 
the coming year. 


| ; 














\ i 


MUSICALE 
STEREO-FIDELITY 
TAPE RECORDER MUSICALE 
Model 2955 STEREO-FIDELITY 
FONOGRAF 


Mode! 1955 


World’s most versatile stereo tape recorders 
mean extra Christmas business for you! 


Mode! 2820 


Regent Stereofonic Tape Recorder— 
Featherweight marvel in the stereo tape 
recorder field! 3 speeds—operates in hori- 
zontal or vertical position—only 31 pounds. 
Stereo playback—monaural record and 
playback. Wide-range amplifier—powerful 
5” x 7” PM speaker. Equipped for “Aural 
Balance” Remote Control. Ebony. Match- 
ing 3-speaker external amplifier-speaker 
system, Model 4820, (extra). 


Model 4827 

Webcor 2-Section, 6-Speaker Stereo- 
fonic Sound System—Especially 
designed for use with Imperial Stereofonic 
Tape Recorder. Contains 6 speakers, 3 in 
each section and 10-watt power amplifier 
for finest sound in both stereo and mon- 
aural playback. Ocean Blue. 


Model 4820 

Webcor 3-Speaker Stereofonic Sound 
System—Designed for use with Webcor 
Stereofonic Tape Recorders which have 
self-contained speakers. Contains neces- 
sary 3 speakers and 10-watt amplifier for 
accurate sound in stereo playback. Ebony 
or white. 


SELL WEBCOR FOR BIG 
CHRISTMAS BUSINESS! 


Call your Webcor distributor today! 


Printed in U.S.A 
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School For Specialists 


Kitchen training school draws 58 students to 


Michigan State University for one and two-week 


courses offered by wood cabinet group. 


‘T° HE National Institute of 

Wood Kitchen Cabinets is in 
the education business in a big 
way. The second annual training 
school for kitchen specialists 
showed a 35 percent attendance 
gain over last year. 

The 58 students came from 
16 states. They got a chance at 
some 42 different subjects and 
lectures, ranging from kitchen 
planning through appliance 
and cabinet installation to the 
“whys and hows” of the selling 
job. Students were in two 
groups: The advanced group 
met for a week, the basic stu- 
dents got two-week courses. 


Costs were $40 for one week: 


$75 for two, plus living costs, 
which ran the two-week total 
up to $200 or better. 

Most interesting, and most 
question-provoking, were the 
courses on_ selling, which 
ranged from inspirational talks 
through hard-boiled techniques 
for closing sales to reluctant 
customers. The “faculty” forthe 
school split about fifty-fifty be- 
tween the industry’s training 
directors and the M.S.U. busi- 
ness faculty. 

NIWKC, according to _ its 
president, R. C. Chapman, in- 
tends to repeat the school an- 
nually and eventually to bring 
similar schools to other sections. 


Fitting The Hood 
To The Cabinet 


Manufacturers of wood kitchen cabinets and range 


hoods offer four suggestions aimed at correlating 


dimensional specifications of their products 


‘TEPS to correlate dimen- 
. sional specifications of 
range hoods and wood kitchen 
cabinets were taken at a recent 
meeting of the engineering com- 
mittee of the National Institute 
of Wood Kitchen Cabinets and a 
representative group of ventilat- 
ing fan and hood manufacturers. 

Four definite recommenda- 
tions, two by range hood manu- 
facturers and two by wood cabi- 
net manufacturers, were made. 


1. Range hood manufacturers 
recommend that wood kitchen 
cabinet makers work to accom- 
modate a nominal 12-inch hood. 
This will permit hood manufac- 
turers to standardize on 11% or 
12-inch depths. It also means 
that wood kitchen cabinet manu- 
facturers should furnish a filler 
if their wall cabinets exceed the 
nominal 12-inch depth. 


2. Range hood manufacturers 


also recommended that 36-inch 
and 42-inch, the two most popu- 


lar sizes, be accepted as stand- 
ard widths for cabinets and 
hoods over ranges. 


3. The engineering committee 
of the National Institute of Wood 
Kitchen Cabinets recommends 
that any portion of the fan or 
discharge duct extending into 
the cabinet itself shall not be 
closer than 1l-inch from the out- 
side face of the ends or the out- 
side back of the cabinet. 


1. The committee also recom- 
mends that manufacturers of 
fans and hoods develop a com- 
mon method for dimensioning 
cut out requirements on their 
specification sheets. It is sug- 
gested (a) front to back dimen- 
sions be measured from the 
front face of the cabinet (loca- 
tion where front of hood begins) 
to cut out center line and (b) 
left to right dimensions be meas- 
ured from the left face of the 
cabinet to the cut out center line. 
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MOVE MORE 
POWER 










Certified 


...the specially ‘we designed appliance line 


that gives you more products 


AN ..-better prices 
Get a bigger share of the ~\\ ...bigger profits 
booming power mower . 


market by selling Certi- 
fied .. . the line that’s ap- 
pliance-planned to suit 
your business. There’s a 
quality product to fit every 
need ...a profitable price 
to meet every budget... 
plus sensational features 
that make step-up selling 
a simple matter of demon- 





MODEL CH-422 

22” SELF-PROPELLED ROTARY 

with 2-speed ‘“‘high-low” transmission 

All steel. Flexor Blade prevents crankshaft damage 


stration! Briggs & Stratton 3 h.p., 4-cycle engine. Side trim 
18” MODEL CA-118 A =~ 
20” MODEL CB-520 i 









Reel Type Mowers A 





MOTOR ARM 
and attachments 


MODEL PA-258 


MODEL CJ-324 
24” DELUXE 4-WHEEL RIDING ROTARY 
featuring new positive blade disconnect 
... Mew quick cutting height adjustment 
All steel. Disc type drive. One lever controls “for- 


ward”, “reverse” and all riding speeds. Flexor Blade 
protects crankshaft. 4% h.p., 4-cycle engine. Side trim 
& RpPo ’ 


MODEL PA-263 
Snow Plow 





— 





YX 





MODEL PA-260 
Rotary Tiller 


MODEL PA-262 
Reel Type Mower 


MODEL PA-261 
Edger-Trimmer 


MODEL PA-259 
Rotary Mower 


Get al// the facts now. Write for literature and prices. Dept. EM-30 


WESTERN TOOL AND STAMPING COMPANY 
the world’s largest producer of power /awn mowers 
27265 Second Avenue, Des Moines 13, lowa 
Nationally Advertised 
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little 


star 
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shines 


WESTINGHOUSE 


Westinghouse thinks of the dealer... FIRST! Here’s 
another sensational local promotion opportunity! 


—right at the peak of your biggest selling season! With special] 
Westinghouse commercials that have time at the end of each com 
mercial for you to feature your store name and address. This willl 


Shirley’s coming back—with six of her greatest movie hits—includ- 
ain January,” “Heidi,” ‘Wee Willie Winkle,” “Rebecca of 
ook Fa ! They’re all coming to you on 63 stations, 
on the NTA Network, starting October 18th...to 
direct to 


to-coast 
the biggest family audience of customers ever 

showroom doorstep! This is the great show that won top 

ratings in every market where it appeared last year...outrating 

n Steve Allen and Ed Sullivan in many markets! 

your opportunity to cash in on TV’s biggest family audi- 


en they’re most in the mood for family buying 


1S 


ita time wh 


presents... 


help you sell—and direct more traffic to your store! | 
How to get your share of this fabulous promotion opportunity ?) 
Easy! Just contact your Westinghouse Distributor! 


poe SRE -Westinghouse 
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ELECTRICAL MERCHANDISING— 


BENNY GOODMAN ALBUM PROMOTION! This is 
your album...designed to bring traffic right 
into your showroom. Recorded at the Brussels 
World’s Fair especially for Westinghouse and 
available only through Westinghouse Dealers. 
If you haven’t ordered your supply, act now! 
$5.00 value that you can offer for only...$1.29 


LUCY AND DESI SELL FOR YOU! All season long, 
on the Westinghouse Lucille Ball-Desi Arnaz 
Show—CBS-TV Mondays, America’s favorite 
couple keeps selling Westinghouse for you— 
sending new customers straight to your store! 


STRONG NEWSPAPER ADS! Local advertising in 
key newspapers, throughout the country, doa 
powerful pre-selling job for you! 
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e Significant... because the U.S. Department of Vital Sta- 


VII 
J 


2 279.000 in 1970. Concurrently there is a consistent trend toward equal numbers 


tistics reveals that the bridal market will reach a total of 
1.660.000 marriages in 1959 . 1.927.000 in 1964 . 


of weddings in each month, which means more monthly purchases by this Must- 
Buy market. Based on an average expenditure of $3,388 the present five billion 


dollar market will swell to 7'/2 billion by 1970. 


To meet the immediate and insistent demands of this growing market ... 


MODERN 


PS bRTIDTe 


‘commencing with the January 1959 issue. 
will be published bi-monthly ... the /furs¢ 


and only bridal magazine to be published 
() times a year instead of four times. 
and guaranteeing the largest annual 
net paid circulation... re-limlele 
MODERN BRIDE /6 TIMES A YEAR MEANS... 

Isi2iioie 2 


2 Increased activity at the retail level 


More informative, up-to-date editorial 






3 A continuous parade of new readers with 
each issue 
4 The largest guaranteed net paid circulation 


- 


S The lowest cost per thousand of any 
bridal publication 


MEMO TO APPLIANCE 
MANUFACTURERS AND DEALERS: 





This is what MB/6 means to you! In 1959, 750,000 
Modern Bride readers will spend an average of 
$957.97* on household and major electrical appli- 
ances...representing a year ‘round market of nearly 
(266 million dollars) Now with MB/6 you will be able 
to tell and sell this Must-Buy bride-to-be your 
products...at precisely the Must-Buy period, and 
at the lowest cost per thousand of any bridal pub- 
lication. For details, contact your Modern Bride 


representative. 
& of MB readers wh 

















*Based or 


MODERN BRIDE *« ONE PARK AVENUE + NEW YORK 16,N.Y. * OREGON 9-7200 


434 6S WABASH. CHICAGO 5. ILL. WA 2-491! *® 215 WEST 7TH ST LOS ANGELES 14, CAL. MA 7-4083 
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Hits Captive Service 


At its “biggest and best” convention 





Natesa 


comes up with two “recommendations” for members in- 


terested in fighting “inboard” service 


Meeting in dead-serious busi- 
ness sessions in Chicago late in 
August, the National 


of Television and 


Alliance 
Electronic 
Associations decided 
that it still didn’t like “captive 
and it did like Vincent 
J. Lutz of St. Louis for NAT- 
ESA president. 

Meeting rooms were packed, 


eervice 


service” 


reflecting the rapidly increasing 
NATESA, 
numbers about 112 local and re- 


size of which now 
gional service groups among its 
members. Also indicating NAT- 
ESA’s new size were three doc- 
uments: A best 
wishes Eisen- 


telegram of 
from President 
hower, a proclamation by Gov- 
ernor William G. Stratton of II- 
linois making the week of the 
convention “Home Electronic 
Week,” and a similar 
proclamation by Chicago’s May- 
or Richard J. 


Service 


Daley. 

On the factory service ques- 
tion, though discussion was 
heated, NATESA limited its of- 
ficial self to the following opin- 
ions and recommendations: 
First, the 
that 
that 
tures allow shifts of responsibil- 


alliance points out 


factory service is legal, 


involved corporate struc- 
ity, that set owners must be pro- 
tected no matter what the pro- 


vocation, that factory service is 


actually a sales cost, and that 


independent component manu- 
facturers can do little to help if 
their action would affect their 
original equipment business. 
Admitting that these factors 
are outside NATESA’s sphere 
of influence, the alliance makes 
two recommendations of action 
First, NA- 


selective 


members can follow: 
TESA 
buying of 


recommends 
replacement 
which runs to about $2 billion a 
year. Second, NATESA 
mends that independent servic- 


parts, 
recom- 


ers be sure to give their custom- 
ers favorable opinions of sets 
made by manufacturers who 
don’t 


set-ups, saying “We have to bar- 


have “inboard” service 


gain our opinions of sets for 
guarantees of fair play from set 
manufacturers.” 
Elected as 
with Lutz, who was successful 
in his third bid for the NATESA 
presidency, Bert Bregen- 
zer, Pittsburgh; Cordell Britt, 
Nashville, Tenn.; Wayne Lem- 
ons, Buffalo, N. Y.; and Winston 
Haines, Burlingame, Calif. Mac 
Metoyer of Kansas City, Mo., 
was retained as secretary gen- 
eral and Nelson Burns of Mem- 
The 
spring meeting will be held in 
Nashville, April 18 and 19, 1959 


V ice-president Ss 


were 


phis remained treasurer. 


Neither smoke nor smell sullied the relatively pure air of the Sheraton- 
Blackstone’s grand ball room in Chicago when the Gas Appliance Manu- 


facturer’s Association burned about seven pounds of garbage there early in 


September. Mayors and officials from several dozen surrounding com- 


munities were on hand to satisfy themselves that the new gas-fired, smoke- 


less and odorless incinerators would perform as advertised. Producers of 


the unit include Calcinator, Caloric, Majestic, Waste King, Locke Stove, 
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Martin Stamping, and Queen Products. 
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\ Still the only polisher 
cleans and waxes floors 





IT’S A FACT! What's more it’s the most demonstrable feature of any polisher 
N on the market today — bar none! With Beautiflor Wax and Johnson’s 
exclusive throwaway pads, the Convertible cleans and waxes floors 
in a single operation. Here’s a feature that’s sure to arouse consumer 
enthusiasm before the sale, consumer satisfaction after the sale. (See 
testimonial—lower left corner.) And most important...the Con- 
vertible is priced for competitive selling, at a good profit to you. 


HERE’S HOW THIS AMAZING POLISHER 
GIVES YOUR CUSTOMERS A FLOOR-CARE 
JOB THAT’S REALLY PROFESSIONAL: 


1. Its single brush, along with Johnson’s Beautiflor 
— the paste wax that pours — brings up the dirt 
on the exclusive disposable pad and puts the wax 
on the floor in just one automatic operation! 





= WAXING AND 


COMPLET 
Free THE 
SCRUBBING KIT WITH 


E 
JOHNSON’S WAX CONVERTIBLE 






2. Polishes and buffs like professional floor-care 
machines. Single brush works uniformly in one 
direction . . . resulting in a brighter shine. 








3. Dry-cleans rugs right on floors! No complicated 
adjustments. Designed to work together, special 
rug-cleaning brush and Johnson’s Rug Cleaner get 
the dirt out of the rug . . . gently, effectively. (Rug- 
Cleaning Kits available at slight extra cost.) 


- 


Scrubs floors without splashing water or suds. 
Exclusive single brush scrubs right up to base- 
boards and within 114 inches of corners. 








Floor, 

h, 1 pt. Kleen 
~t ib. can of Johnson's 
p2 ads. 





Includes scrub 
1 pt. Beautiflor, 


Paste Wax plus 1 





0 disposable 










JOHNSON/S 
WAX 





Se//s 31 Johnson Polishers 
in one day! 


Blattner’s Department Store, Lima, Ohio, 
demonstrated that the Johnson’s Wax 
Convertible “cleans and waxes floors in 
one operation.” Result . . . 31 machines 
sold in one day! Jerome Blattner, partner, 
credits this remarkable success to the 
sales-stimulating power of demonstrating 
the Convertible in action. 


“Johnson’s,” ‘“‘Beautiflor” and “Kleen Floor” are registered trademarks of S. C. Johnson & Son, Inc., Racine, Wisconsin. 
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PROTSVETOTO NAT 


New FLEX-VENT Kits have 
every feature you want! 


To find out what you wanted in home dryer venting equip- 
ment, we made a nationwide survey of your wishes. The 
result is a newly-designed line at substantially lower prices. 


NEW, IMPROVED 
DESIGN! 


AMAAMAADADAMAAMAVA 1) 


ri 
ae 


Made specifically for dryer vent- 
ing, this new _ porcelain-white, 
fiber glass ducting is flexible. 
flameproof and washable with 
no exposed wires or metal bands 
that can rust, corrode or cause 
lint to collect 

\ new weather-proof, heavy 
gauge aluminum vent hood that 
opens fully, will not freeze up or 
bend; has pre-drilled holes for 
easy installation; a spot-welded 
tailpiece; a round, polished inne 
flange; and positive lock, steel 
ring clamps 








} NEW, COMPACT 
) CARTON! 


\ new much smaller carton that 
is easier to handle and stack, and 
gives you more room for stock. 


NEW, LOWER PRICES! 


The complete Flex-Vent line which includes kits 
for every dryer model and every possible installa- 
tion is now offered at new and substantially lowe 
prices. So recommend Flex-Vent with every dryer 
you sell or install. Your in-warranty service calls 
will fall off sharply 


For complete information and new low prices, 
send for this Flex-Vent catalog. Write Dept. 80. 


Flex-Vent® kits are approved by all leading dryer 
makers and each component is manufactured by 


Flexible Typing 


Corporation 
Guilford, Connecticut 


Anaheim, California Hillside, Illinois 


Associate Member of American Home Laundry Manufacturers’ Association 
Associate Member of the Appliance Parts Jobbers’ Association 


NEWS ox 5 cvsce 


The Kelvinator Division of American Motors Corp., 
has completed plans for concentration of all basic manufacturing 
at its Grand Rapids, Mich., plant, and the ultimate expansion of 
assembly facilities to regional plants strategically located 
throughout the country. Laundry equipment, now manufactured 
at the Altorfer Bros. subsidiary plant in Peoria, Ill., and all other 
products, including Kelvinator, and Leonard, will be concentrated 
in Grand Rapids. Field and dealer organizations will be un- 
affected by the move which is expected to be completed by the 
end of the year. 


Robbins and Myers, Inc., announces that an agreement 
has been reached for the firm to purchase Trade-Wind Motor 
fans, Inc., of Riviera, California. The company will direct opera- 
tions of the new subsidiary from its headquarters in Memphis, 


Tenn. 


Hamilton Manufacturing Co., has announced a new parts 
and service warranty policy. The new policy continues the standard 
one-year guarantee against defects in material and workmanship 
from date of installation. However, the portion of the warranty 
covering “free labor” has been completely revised, and is headed, 

This contract is provided to avoid misunderstanding on labor 
charges for repairs during the warranty period.” This general 
statement is followed by a section which provides the dealer space 
to insert his own limitations on free labor. If the dealer's policy 
is not to provide free labor he will so state on the certificate. If 
he agrees to provide service he will indicate the time limit under 
which such service will be provided. The new policy is, according 
to the company, designed to “protect the self-servicing dealer 
from the disadvantages of being held to the obligations of un- 
realistic appliance warranties.” 


Berns Air King Corp., Chicago, has announced the purchase 
of Star Glo Products Co., Racine, Wisconsin, manufacturers of 
electrical household appliances. The purchase is part of a large 
scale diversification program undertaken by Berns. In May of 
this year Berns purchased the Finders Manufacturing Company, 
of Chicago. 


The In-Sink-Erator Mfg. Co., reports a twenty eight percent 
rise in unit sales of garbage disposers for the first six months of 
1958. Net profits reported by the firm increased fifty two percent 
over that of last year for the same period. 


Lewyt Corporation predicts that introduction of its new 
electronic vacuum cleaner should bring about the best sales 
record in the company’s ten year history. Company spokesmen 
indicate that orders so far received from distributors amount to 


more than one hundred thousand units. 


Olympic Radio and Television announces that shipments 
of television sets for the 1958 fiscal year ended June 30th showed 
an increase of over 17 percent as compared to a like period a 


year ago. 


The Necchi-Elna Sewing Machine Corporation will 
celebrate its tenth year in business by attaining a sixty-million 
dollar gross volume at retail according to its president Leon 
Jolson. Sales for the first six months of 1958 ran 11 percent ahead 
of 1957 in terms of units, with dollar volume remaining close to 
even. Jolson forecast that new products, plus the heaviest promo- 
tional program in Necchi-Elna history, would put the company 
ahead in dollar volume also during the last half of the year. 
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A $4,000,000 fall merchandising campaign, including the use 
of local newspaper cooperative advertising has been scheduled 
by the Norge division of Borg-Warner Corporation. 
Norge alone will spend $1,500,000 in newspapers, magazines, 

and for television spots, with additional money being expended 





























cooperatively by Norge and its distributors in support of Dispenso- 
f mat automatic washer demonstrations in more than 4,000 dealer’s 
J stores. 
: YOURE READY FOR EVERY 
In one of the largest mass demonstrations of a new product 
ever attempted, the Radio Corporation of America will in- 
troduce stereophonic sound in a national simulcast of the George } H R | S ] M \ S S A L E \ | ] H 
2 Gobel show on October 21 over the NBC radio and TV networks. 
The special show will also demonstrate “what color does to a 
black and white picture” through the use of an eight-page adver- ST R Oo M B E R G a Cc A R L Ss oO N 
7 tising insert in the October 18 issue of TV Guide magazine. 
Company spokesmen explained that at a special point in the show, a ee 
the action will be stopped for about a minute at exactly the scene cai ; : ; 
portrayed in the TV Guide photograph. Viewers will be asked to Monaural is vital—and will still account for big volume! 
place the color photograph at the bottom half of their black-and- : No ern where public fancy turns, you can meet 
white TV screen in order that they may see the actual contrast it with the ‘ tromberg-Carlson line of high fidelity pho- 
nographs and radio-phonographs. 
is between the scene in monochrome and as it would appear in 
full color. The stereophonic effect of the demonstration may be 
p realized by the viewer through the placing of an ordinary AM These models are typical of our versatile line: 
y radio approximately eight feet to the right of the TV set. RCA 
1, dealers and distributors will tie-in to the event with local adver- 1. Model FR-506E. In Satin Finish Ebony. 
or tising and promotion, including the staging of “color stereo One of many superb instruments in our 
| parties” on the night of the show. decorator series. May be sold as straight 
e monaural or complete with stereo car- 
Yy In a recent report to stockholders, White Sewing Machine tridge. Your big ticket sales leaders. 
If Corp., announced gross sales of $13,105,192 for the first half 
27 of 1958 for all divisions of the corporation. This figure represents 
9 a decrease of 47 percent from a comparable first-half 1957 2. Model AF-802. Complete self-contained 
er figure of $24,712,299. The company indicates that approximately stereo instrument in magnificent cabinet- 
n 65 percent of the decrease, or $7.5 million stemmed from dis- ry. An outstanding stereo performer. 
continued manufacture and sale of certain home appliance lines 
by the corporation’s home equipment division. 
se 
of The Hotpoint Co., recently became the first major appliance 3. Model AF-682. Typical of our complete 
. . dual-channel stereo instruments with 
e manufacturer to produce five million electric ranges. The first : 
J matching speaker for those who demand 
of practical electric range was built by George A. Hughes, founder the finest in stereo reproduction. 
y, and first president of Hotpoint, with the company going into pro- 
duction June 15, 1918. 
nt A new line of power mowers will be offered for the 1959 sea- 4. re oe oa ee 
; ‘ amplifier that can be added to any phono- 
of son with the formation by the Detroit Harvester Company of a graph or radio-phonograph at any time 
snt new division to be known as the Lawnmaster Company with after purchase to adapt readily to stereo 
headquarters in Richmond, Indiana. The new company plans to operations. 
offer a complete line of competitively priced reel and rotary 
PW models 
les 
en 5. CSK-2. Stereo Conversion Kit for wir- 
to SCANNELL NAMED ing any Stromberg-Carlson changer sold 
as a monaural unit to stereo. 
Robert J. Scannell has been appointed district 
nts manager of ELECTRICAL MERCHANDISING. He ; : : 
il will serve advertisers in the Ohio, Allegheny and These are typical of Stromberg-Carlson’s approach to 
: ¥ f th i daceek take Stereo and Monaural Sales-Profit for you. It’s really 
" pena axennteigen ed pike poeaiaate simple to sell the Stromberg-Carlson way. You readily 
district. He succeeds J.P tips, retired. adapt your sales pitch to the customers’ wants. No lost 
Scannell joined McGraw-Hill as a trainee in sales trying to force a sale of unwanted equipment be- 
will December, 1956, and served in Detroit with the cause you have only one type to offer. Give your cus- 
ion Direct Mail division. He joined ELECTRICAL tomer what he wants—for greater profits to you—the 
20n MERCHANDISING, October 1, 1957, as as- Stromberg-Carlson way! 
2ad sistant district manager at Chicago. mS ; a 
to ' Before joining McGraw-Hill, Scannell was There is nothing finer than a Stromberg-Carlson 
mo R. J. SCANNELL with Cresmer and Woodward, Chicago, na- gy T R oO M B ion me G = cc A R L &S oO N 
any tional newspaper representatives. He is single, 


A D ON OF GENERAL DYNAMICS CORPORATION sc GD 
and a graduate of DePaul University, Chicago. 1433 N. GOODMAN STREET*+ ROCHESTER 3,N.Y. 


Electronic and communication products for home, industry and defense 
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The newest sound in 


General Electric 


















ERE are instruments acoustically engineered for the ulti- © ‘ f =e 
H mate in listening pleasure. Years-ahead styling and ad . ) e: 
vanced performance characteristics make these new General / 

Electric full fidelity phonographs outstanding values—at prices / 
everyone can afford. All have four-speed turntables with auto- 


matic shut-off; play records automatically or manually and 
intermix 10 and 12-inch records of same speed. 


: I], ; ; , y l j j 
Genera Electri Phonographs are ba ked by the arqgesi 


) - , lL ¢ / 
ganization i the industry. YU-day warranty on both parts « 


Automatic Four-Speed Portable. An unbeatabl 
combination! General Electric full fidelity sound 
ind l low, low 


rice. Handsome, two-tone blue 
} 


' 
r 
pyroxylin-coated fabrics cover a strong wood 


ise. Acoustically contoured grille of high-impact 


| ] ° 
polystyrene. Ceramic cartrid sapphire- 


} 
tipped dual styli. Volume and tone controls. 


Model RP1110. $69.95* 







Model RP1110 / 


Model RP1120 


Model AS2 





Matching Speaker/Amplifier Unit (Above) for 
Model RP1120. Acoustically balanced for com- 
ple te Stereo. Model AS2. $39.95* 


Stereophonic Four-Speed Portable. Compatible 
Stereo/ Monaural cartridge with sapphire-tipped 
dual styli. Stereo jack. Twin 51-inch Dyna- 
power speakers, Loudness and continuous tone 
controls. 45-rpm spindle included. Model 





RP1120, Cocoa and beige. $89.95* 
* Manufacturer segested retail price. Slightly higher West and Sout pecthcation uby hange. 
General Electric Co., Radio Receiver Department, Bridgeport 2, Connecticut t Except Model RPI110. 
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MY music a. 
°C] Stereophonic’ 


Phonographs 
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Stereo — Musaphonic 
Series. Musaphonic 
means true fidelity—with 
all the richness in sound 





and tone you expect of 
a phonograph carrying 
the General Electric 
symbol of quality. 





Model RT1231 





Stereo-Musaphonic with Stereo/Monaural Car- 
tridge. Compatible cartridge with diamond and 
sapphire styli. 10-watt high fidelity amplifier; 
external speaker terminals. Twin 8-inch speakers. 
Separate bass, treble and loudness controls. 
Tuner input jack, pilot light. 45-rpm spindle 
and tapered matching hardwood legs included 
at no extra cost. Hand-rubbed matched veneers. 
Model RT1230. Mahogany. $149.95* 
Model RT1231. Blond Oak. $159.95* 


Progress ls Our Most /mportant Product Model RT1230 


GENERAL @@ ELECTRIC 
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SALES AND PROFITS! 


General’s 


exclusive 


SAFE WH GUARD 


is found only and always on every 


SLICING MACHINE 


Hand or electric with moving platform 


STOPS SLICING ACTION UNLESS 
HANDS ARE SAFE! 


-_. 
F < 
[S =) 


PARENTS) 
TESTED for 7 


families with children 
and awarded this seal. 





e SAFETY IS YOUR BIGGEST SALES APPEAL 


e SAFETY IS YOUR MOST POWERFUL 
PRODUCT INSURANCE! 


INSIST ON THE BEST...PROVED BY TEST! 


GENERAL SLICING MACHINE CO., INC. 
Walden, New York 














J. F. McDANIEL 





F. J. FRANKLIN 





R. SIMKOWSKI 





FRANK COYLE 





D. F. SEMBACH 
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OCTOBER, 





eople IN THE NEWS 





Hotpoint Co.— John F. McDaniel has 
been named general manager of the new- 
ly formed sales department and Robert ( 
Hawley, general manager of the distribu 
tion department. The appointments are 
brought about as a result of the com 
pany’s decision to separate its former all 
inclusive sales and distribution depart 


ment 


Whirlpool Corp.—F. James Franklin has 
been named sales manager of RCA Whir! 
pool home freezers. Chester F. Worthing 
ton, formerly sales manager for both 
freezers and refrigerators, will hence 
forth devote full time to sales of the lat 


ter produc A 


Webcor, Inc.—George R. Simkowski has 
been appointed sales promotion manager 
Simkowski was formerly assistant adve) 


tising manager of the company 


Ironrite, Inc.—Frank F. Taylor, Jr., has 
been appointed manager for the com 


pany’s ¢ entral region. 


Edwin L. Wiegand Co.—Pressley H. Me- 
Cance has been named assistant to the 
president. McCance was formerly presi- 
dent of Duquesne Light Co. 


Norge Div., Borg-Warner Corp.—Frank 
Coyle has been appointed national refrig 
erator sales manager for the division. 
Paul E. Roman is the newly named direc- 
tor of marketing research. 


Chambers Built-Ins, Inc.—Donald D. Mat- 
ney has been named assistant national 
sales manager. Matney was formerly a 
sociated with both American Kitchens 
and Tracy Manufacturing Co. 


Thomas Organ Co.—Gerald M. Feld ha 
been appointed advertising and sales pro- 
motion manager. Feld was formerly ad- 
vertising director of the Riviera Manu 
facturing Co., of Los Angeles 


Youngstown Kitchens—D. F. Sembach 
has been named manager of kitchen sales. 
Sembach had previously served as man- 


ager of dealer sales. 


Lovell Manufacturing Co.—Orlo A. Ew- 
ing has become a member of Lovell with 
the title of executive vice president. Ew 
ing comes to Lovell from Gustin-Bacon of 
Kansas City, Mo., where he had been di 
rector of market research. 


Zenith Radio Corp.—Nathan W. Aram has 
if 


been elected assistant vice president 


the corporation. 


Lawnmaster Co.—Joseph Louda has been 
named sales manager of the newly formed 
Lawnmaster Co., a subsidiary of the De- 


troit Harvester Co. 
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sound that sells by ear! 


tell ’em it whispers 


= ee 


». «while it works 


new .. - ¥° 50% QUIETFLITE 


Salt h A-Team Ularemrxelaleitate)at-yemolile Mal -lachilelimiact-} 


New rubber shock mounting ends engine vibration New fiberglass “bonnet” with built-in sound trap 
89 cu. in. muffle-—LARGEST on any power mower Non-bendable crankshaft Instant, individual wheel-height adjustment 
Vibration-free handle 19 inch cut Special rear-wheel trim slot for extra-close trimming 
Exclusive LAWN-BOY 2% hp. Balanced-Power Engine 


HE NEW SOFT SOUND means profits for you! More All this plus everything to help you PROFIT 


and bigger profits because here—and only here —is ca ; ip 

the mower everybody wants...the amazing new LAWN-BOY Consistent, dominant LAWN-BOY national advertising gon 

' sells your customers on the LAWN-BOY Quietflite. And it’s 

easy for you to participate in the co-op advertising program 

for local newspapers, TV, radio and billboard tie-ins. Infor- 
borhood. No vibration to shatter nerves. This beauty mation is available from your LAWN-BOY distributor. 

really whispers while it works. 


Quietflite. You'll sell the smoothest cut intown—and 
the quietest, to boot! No loud noise to wake the neigh- 


Why wait to start on your ‘‘Golden Age”’ of profits? Call 

And all the other wanted “Golden Age”’ features only your distributor today for details on the new LAWN-BOY 
. we : . , Quietflite and ask him ab F y > isc s. Or 
found in LAWN-BOY mowers mean profits for you, too . ; anne: qouty: eater Cesgunte 

; ae a : a return coupon below for complete information. 

Activated Pilot Wheel, staggered front wheels, alumi- 
num-light maneuverability, blade-stabilizer and many, 
many more. LAWN-BOY, Dept. EM 10, Lamar, Missouri 


Send me full details on the all-new 1959 LAWN-BOY Quietflite mower. 
Name 
Address 
Lamar, Missouri. Division of Outboard Marine Corporation. 


Makers of doAnsan and Evinrude Outboard Motors. City Zone 
In Canada: LAWN-BOY, Peterborough, Ontario. 
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people......... 


Westinghouse Electric Corp.—C onsolida- 
tion of all sales and marketing activities 








for the television-radio division under C 
J. Urban, marketing manager, has been 
announced. Urban, formerly sales man- 
ager of the radio-phonograph department 
will be succeeded in that post by E. D. The Tide Factory Pack Plan 


Smathers. J. J. Eagan has been named ™ ; ' 
The better the bullet, the better the gun. What does 


general manager of the television-high fi- sae 
that mean to you? Just this: Tide shows off your ma- 


delity department, with headquarters at sarge . 
oben Wt chines at their best. That’s why 25 manufacturers pack 
ve ic e e Ne Ge 





it inside their automatics right at the factory. They 


eT . know it will help vou satisfy more customers, and sell 
National Electrical Manufacturers Asso- I 


° ° ss . more machines 
ciation—J. L. Singleton, vice president, 
industrials group, Allis-Chalmers Mfg. 
Co., was recently elected as the 29th pres- 
ident of NEMA to fill the unexpired term Th . . 

ag agbesietgs e Tide Premium Plan 
of the late W. V. O’Brien. ad u a 


Simple but amazingly effective. By offering a box of 





National Electrical Week Plan Committee Tide to watch an automatic washer demonstrated, a 
—R. M. Johannesen, president of Johan- large supply to help clinch the sale—a vast number 
nesen Electric Co.. Greensboro, N. C. has of dealers have greatly increased their washer volume. 
- yor been selected as chairman. Johanneson And they sell more machines at their price. Contact 
succeeds Herbert E. Cook, executive sec- vour Tide Appliance Trade Representative for details 


retary of the Electrical Association of 
Detroit. The 1959 observance of National 
Electrical Week is scheduled for February The Tide Home Demonstration Plan 
8-14, 1959. : 
Especially designed to cut nuisance service calls! A 


Phillips and Buttorf Corp.—Paul Clem- thorough Tide Home Demonstration makes a woman 


confident of her new automatic. And it makes her 
ents has been named general sales man- 


confident of the store that sold it to her. She won't 





ager. Clements fills a vacancy created by 
the retirement of H. M. Doak, former vice 
president in charge of sales. 


be troubling you with frequent in-warranty service 
calls. Furthermore, for each Tide Home Demonstra- 
tion vou receive a cash bonus. Look into it! 





Harry Restofski, former vice president 
of the West Penn Power Co., will become 
publisher of a new magazine, Electrical , ? —_ 
Living. The new consumer publication Tide Cooperative Advertising 


will make its appearance in January as a Your message goes out with ours. A large share of 


digest-type quarterly and will be distrib- Tide’s national advertising features the automatic 
ited on a franchise basis by leading elec- washers vou sell. Potent advertising —it reaches about 


tric utilities. 70% of all U.S. homes 9 times a month! Another of } 


the many ways in which Tide takes an active interest 





3 
in the automatic-washer industry—and in the men pa 
+ 
u ho make, service, and sell the mac hine S 
For complete details on each of these programs and/or the name % 
PAUL CLEMENTS of your Tide Appliance Trade Representative, write Tide Home : 
Laundering Bureau, 806 Gwynne Bldg., Cincinnati 2, Ohio F re 


CASHMAN DIES 


William James Cashman, director of 





advertising and public relations for Land- 
ers, Frary and Clark, died at his summer 
home in Point Pleasant, N. J. on August 







16 at the age of 53. Cashman had been as- 





sociated with Landers in executive capac- 


ities since 1934, in his most recent posi- 






tion since 1954 





W. J. CASHMAN 













PAGE 92 OCTOBER, 1958—ELECTRICAL MERCHANDISING 






















de! 


New KitchenAid 


Wotir \eihe’ 


HAS ALL THE SUPERIOR 
QUALITIES OF BUILT-IN 
KITCHENAID DISHWASHERS 





The new KitchenAid portable dishwasher gives you the extra sales 
potential from the rented home...the apartment...the dwelling 
that doesn’t lend itself to remodeling. There are no installation 
expenses for your customers and no installation arrangements for 
you to make. No permanent wiring is required; and connecting 
the dishwasher is easy for the user. 


Check these outstanding features: easy-to-clean porcelain inside 
and out « service for ten and more « dual fill-drain hose for easy 
connection « sectionalized upper rack for convenient loading and 
unloading + wide guide bar for easy movability « plus, of course, 
the famous Hobart revolving power wash and rinse actions and 
sanitized hot-air drying of a// KitchenAid dishwashers. 


But what does it mean to you? A growth appliance with a name 
recognized as the best in the industry. It gives you a more valuable 
franchise with a full line of KitchenAid dishwashers to sell—for all 
segments of this growing market. 


A big NATIONAL KITCHENAID CONTEST, announced in a 
“THIS WEEK’ Sunday Supplement, will bring prospects for the new 
KitchenAid portable to you. A special tie-in will enable your sales- 
men to benefit. 


Strikingly different promotional material—from traffic-stopping 
point-of-sale aids to material for local radio, TV and newspaper 
tie-ins—will be available to help you sell the new KitchenAid 
portable. 


Action compelling full-color and black and white advertising, 
aimed at your prospects, will announce the new portable in the 
most widely circulated magazines, such as LIFE, POST, LADIES’ HOME 
JOURNAL, HOUSE AND GARDEN, PARENTS’, McCALL’S, BETTER HOMES 
AND GARDENS, HOUSE BEAUTIFUL, SUCCESSFUL FARMING, AMERICAN 
HOME and many others. 


hitchenAid » 


dishwashers 


The Finest Made... by 
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The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 


L9Ss 


for every kitchen! 








built-in free-standing cabinet 






CY you can sell a KitchenAid Dishwasher 


S Ss 
SS 


dishwasher-sink 


. State. 


patntenniaenteninntentaetentaniententetententan 
| 

| KitchenAid Home Dishwasher Division 

| The Hobart Manufacturing Co. 

| Dept. KEM-P, Troy, Ohio 

| Please send information on the new KitchenAid portable 
| dishwasher. 

| 

| ee 

MER Fiiccaccar eee ees 

| ST ive wa dp, aie .. Zone 

| 

t 


























General Electric Portable 


THE MOST CONCENTRATED MAGAZINE 


ah y LES 


se A > 


AUTOMATIC SKILLET AUTOMATIC TOASTER SPRAY, STEAM & DRY IRON PORTABLE MIXER 














September through November 


_ FULL PAGES IN EVERY SINGLE 


Brews delicious coffee every time TOASTER MAKES 
and reheats without reperking : 9 KINDS 












B tcecrarc 





- om ‘ | 
Spent 
ann GENERAL QD ELECTRIC etna, ~~ 
MD eLecrare 


















For nine consecutive weeks—during your peak selling 
season—General Electric Portable Appliances will be 


SOLD AND SOLD AND SOLD 


to an audience of 


over 80 MILLION people! 





There's always a {20% in General Electric! 
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AUTOMATIC COFFEE MAKER 


SSUE OF... a @ postr 


Appliances Announce... 


IGN IN APPLIANCE HISTORY! 


ROTISSERIE OVEN PEEK-A-BREW* COFFEE MAKER 





















mS; Sc * } 

I SEAR | 
Light weight ‘how much’! 
yet powerful ! ! 


ns 


| 

} 

| 

} 

| that tells you 
| 





There's atways 





Mis 
e £77 Fu Generaj Electric: 





GENERAL QB ELECTRIC 














a coffee maker \ 


cenenal @ ELECTRIC 





AUTOMATIC SAUCEPAN TOAST-R-OVEN* 


*Trade-mark of General Electric Compan) 












' 
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ee 
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NERAL @ ELECTRic 

















Special Christmas gift campaign! 


Two-page full-color spreads in: Life * Parade + Holiday * This Week 
Family Weekly * House & Garden « Chicago Sunday Tribune 

House Beautiful * New York Sunday News * Philadelphia Sunday 
Inquirer * Better Homes & Gardens « Saturday Evening Post 








General Electric Company, Portable Appliance Dept., Bridgeport 2, Conn 


Progress /s Our Most /mportant Product 
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Ti Hé sored i (O ne PRESENTS AN 
all. PROV WRINGER LINE for’59 


G9CW deluxe 


automatic timer! 


G9CWS “wash and 


wear’ cycle control 


FOECKS lint filter 


Model WRA 30P. Top wringer model with many 
new sales features. Automatic timer with cycles 
for every type of wash from “heavy soil to 
delicate fabrics” . . . including special “‘wash 
and wear” cycle. Equipped with pump 





«four ad/-voees models 
cover every price bracket 


* full 10-1b. capacity 
* crisp, clean, colorful design 





’ e 
BLACKSTONE IS OUT TO HELP YOU SELL 

WRINGERS! A completely redesigned line with Model WRA-10 Model WRA-15 Model WRA-20P 
new colors... competitive prices... new styling 10h capacity. Pores 10 capacity, Sale, Agua-colorad controls, 
4 modern-styled models priced for every pocket- minum.-finish wringer. with pressure selector. ng capacity. Rub- 
, ah : . ide price anneal. Ge Plastic agitator with effi- Heavy-duty, rubber- r-mounted motor. 
book as ort line with wide price appeal. Get sink Gaaiel ‘09 OMe sp ge ew Precision built, ma- 
in touch wow with your Blackstone distributor to Exposed parts rust- permanently lubri- chined and case-hard- 
see his new 59 line of Blackstone wringers. proofed. Non-marking cated, rust-proofed. ened gears. Hi-Vane 
plastic casters. omg agitator for fast, gen- 


Also with pum tle washing action. 
Model WRA-10P =; WH TEP Equipped with pump. 


Bi a cks ton © America’s Oldest Washer Manufacturer » Since 1874 
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Philco washer W-292 








matching dryer DE-692 


Philco’s 1959 Laundry Line 


Phileo’s 1959 laundry line in 
clude two “Duomatic”’, washer 
dryer combinations, 4 Automagic 
automatic washers, 3 matching 
drye} in electric and in gas. 


The new “Duomatic” washer- 
dryer, CE-792, is only 26% in. 
wide; has 8 lb. capacity; can be 
used as a separate washer or sepa 
rate dryer, or in combination. Sim- 
plified controls make it possible to 
select water temperatures, wash 
control and dry cycle; wash and 
dry operation then begins and 
shuts itself off when finished; in- 
dicator lights tell which phase of 
operation Is In progress. 

Proper water temperatures are 
provided for handling any type 
fabric, including hot, warm or cold 
wash, warm or cold water rinse; 
soak cycle, intermediate and high 
speed spins, handy “lift up” deter- 
gent, and bleach door located on 
top will wash and dry clothes au- 
tomatically. 

Custom “Duomatic”, CE-794, 
features automatic “power soak” 
which provides 3 to 6-min. soaking 
in warm or cold water for heavily 
soiled clothes; choice of 3 drying 
cycles for drying any type load: 
Superfast cycle dries all regular 
loads; wash-and-wear cycle dries 
modern fabrics including blends 
and wash n’ wear garments which 
require little or no ironing; Air 
Fluff cycle is used for air fluffing 
and dusting without heat. 

CE-794 and CG-794 have auto- 
matic water saver for controlling 
soak, wash and rinse cycles so 
there is no excess use of water; 2 
full rinses plus a flush rinse in 
wash cycle; washes and dries 
complete load in as little as an 








Philco ‘‘Duomatic’’ CE-792 


hour. Both combinations use low 
heat for safe drying all fabrics. 
Automagic models W-292, W- 
296 and W-298 have full 10 Ib 
capacity; use new washing’ princi- 
ple featuring a blade-free agitator 
with high frequency wash action 
to circulate clothes continuously, 
rapidly and gently; can wash 7 
double size sheets in a load; incor- 
porates Philco “Ball Point Bal- 
ance”; handles even a 5 x 7 shag 
rug; newly designed Triple-Duty 
filter dispenser filters out lint 
through entire depth of tub and 
recirculates tub of water every 10 
; Filter-Dispenser automati- 
cally adds detergent and _ bleach, 
and automatically 
clothes conditioners, water soften- 


secs. 
dispenses 


ers, at proper time. 

Individual color keys control 5 
fabric cycles from start to finish, 
eliminate need to set separate con- 
trols for different wash loads; in 
addition a split cycle control per- 
mits user to shorten, skip or re- 
peat any part of cycle; can be 
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topped by pushing cycle stop key 
and started back by re-setting 
color fabric cycle key for correct 
load. 

Select-a-cycle indicator show 


water temperatures, speeds and 


cycles selected for type wash load; 
lighted indicator shows cycle in 
progres 


High frequency wash __ action 
flushes sediment and soil away by 
overflow rinse, automatic  sedi- 
ment ejection and wall draining. 
Three Automagic models are Cus- 
tom, model W-298, with color 
styled control panel in ebony and 
aztec gold, full width portico-type 
fluorescent light panel; W-296, de- 
luxe, a 2-cycle washer for regular 
loads and a special cycle at re- 
duced speeds for delicate fabric 
and wash n’ wear; and W-292 a 2 
cycle machine—one for regular 
loads and one for fine fabrics and 


wash n’ wear. 


Dryers 

Three Automagic electric (DE 
692, DE-696 and DE-698) and 3 
gas dryers DG-692, DG-696 and 
(OG-698) designed to match the 
Automagic washers have 1-touch 
control to dry automatically any 
mixed load; automatically selects 
proper drying times and cycles and 
makes it possible to detect proper 
degree of dryness and shuts off 
machine automatically—prevents 
over-drying; an automatic wrin- 
kle-free cycle in last few minutes 
of cycle performed with high air- 
flow only. 

Custom model DE-698 and DG- 
698 can be operated automatically 
or manually; manual operation al- 
lows choice of drying heat or with 
just air and a selection of time; 
control system is actuated by an 
unusual keyboard design; dryer 
can be stopped during operation 
by pushing a button or opening 
door. 

DE-696 and DG-696 offer a 
choice of drying with heat or air 
alone; both cycles regulated by 
timer control from 1 to 60-min. 
and automatic wrinkle-free cycle 
built-in. 

Other models introduced provide 
automatic wrinkle-free cycles and 
control timer which allows 1 to 75 
min. drying time; all Philco clothes 
dryers for 1959 have matching 
washers. 

Prices, “Duomatic’’ washer-dry- 
er combinations: CE-792, $369.95; 
CE-794, $439.95; CE-794 in green, 


ANNA A. NOONE Editor 


yellow, pink, $10 extra. Automagi 


washers, W-292, $199.95; W-296, 
3299.95; W-298, $379.95; Electric 
clothes dryers from $169.95 to 


$299.95; gas clothes dryers, from 
$199.95 to $329.95. Phileco Corp., C 


and Tioga, Philadelphia 34, Pa. 


KitchenAid portable dishwasher 


KitchenAid 
Portable Dishwasher 

KitchenAid’s new portable dish- 
washer connects to almost all sink 
faucets without installation ex- 
pense; when not in use it rolls eas- 
ily toe any storage area—utility 
room, closet, under an open break- 
fast counter or snack bar; retract- 
able hoses and electric cord slide 
out of sight into special housing 
located at machine back; wide 
guide bar serves as lid latch as 
well as convenient hand hold to 
guide unit to and from sink. 

Unit uses same washing, rins- 
ing, water filtering and drying 
principles used in KitchenAid 
built-in models. 

Porcelain interior and exterior; 
double wall construction; start 
control that will not operate un- 
less lid is closed and locked; roomy 
interior holds complete — service 
for 10;  plastisol-coated racks; 
straight-line loaded; sectional top 
rack for easy loading and unload- 
ing (any section of top rack can 
be removed independently of oth- 
ers for easy access to bottom rack) 
designed to handle large pots, 
pans, spatulas, ladles and other 
odd sized, and shaped pieces. Bot 
tom rack handles 12-in. dinner 
plates; unit fits into a space ap- 
proximately 29 x 24 x 33 in. 
KitchenAid Div., The Hobart Mfg. 
Co., Troy, Ohio. 
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HE} MATCHING 2-CABINET ENSEMBLES 


The Titias. Provincial styling. Golden Twin system. 8 speakers. 2 dual 
channel amplifiers. 4-speed changer. Stereo cartridge. FM/AM. Genuine 
walnut or cherrywood veneers. 5 ensembles in Italiana or Americane 
series, provincial or contemporary stylthg. 
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The Imperial. Contemporary styling. Golden Twin Wide-Angle system. 

6 speakers. 2 dual channel amplifiers. 4-speed changer. Stereo cartridge. 
FM/AM. Mahogany, blonde oak, or sierra walnut veneer. Also available 
in contemporary styled 4-speaker Barclay model. 


HHH 
i TH 





CHAIRSIDE ALL-IN-ONE 


The Coronet. Contemporary styling. Golden Twin Wide-Angie system. 
4-speakers. 2 dual channel amplifiers. 4-speed changer. Stereo cartridge. 
Mahogany, blonde oak, or sierra walnut veneers. 


(9 PORTABLE ALL-IN-ONE 


The Clarion. Pyroxylin covered case. Blue-grey and white. Golden Twin 
Wide Angle system. 2 giant 5” x 7” speakers. 2 dual channel amplifiers. 
Stereo cartridge. 4-speed changer. 


OCTOBER, 


ONLY 


Only Admiral takes the guesswork out of 
stereo selling with four series that cover 
the entire stereo market. In all, nine 
dual channel stereo phonos! Beautiful 
woods! Beautiful styling! Matched and 
balanced quality components ! 


For the customer who wants the luxury 
of 2 matching cabinets, there's a 
selection of 5 ensembles . . . each with 
the exclusive Golden Twin system . . . 

2 acoustically matched and balanced 
sound channels that reproduce true 
stereo and make your present records 
sound better, too. 


For those who desire a luxury console 
but have space limitations, Admiral 
developed the exclusive Golden Twin 
Wide Angle system of single cabinet 
true stereo. 


Where space is at a premium, Admiral’s 
space-saving chairside model is the 
answer. There is no other phono like it. 


Cash in on the big portable market 
with the world’s first all-in-one portable 
stereo. Only Admiral has it! 


Nothing sounds like, looks like, sells 
like, Admiral. If you don’t have all 
four series, all nine models— you're 
missing sales and profits. Call your 
Admiral distributor immediately. 
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MATCHING 
2-CABINET 
ENSEMBLES 


2 SPACE-SAVING 
ALL-IN-ONE 
UNITS 


3 CHAIRSIDE 
ALL-IN-ONE 





\ 
a 4 PORTABLE 
ALL-IN-ONE 


4 MARK OF QUALITY THROUGHOUT THE WORLD 


) 


Sold in 90 countries . . . manufactured in the U.S.A., Australia, 
Argentina, Brazil, Canada, Italy, Mexico, Philippines, and Uruguay. 
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Sunbeam EM Mixmaster and T-35 toaster 


Sunbeam Announces 1959 
Houseware Line 


Two new Mixmaster mixer 2 Sunbeam automatic griddle, 
tomatic toasters, a saucepan and RG vith removabie heat control 
rriddle with rem¢ ible contre I eature i triang r-shaped 
unit, and a ha clipper kit are element for eve! heat distribu 
announced by Sunbeam tion; cook 15 large hamburger 
EM Mixmaster mixer has go\ at a time; easy-to-see Grillguides 
ernor-controlled motor that gives on both handles give recommended 
12-speed suitable for all food temperatures; mmersible in wa 
preparation needs; mixing guide at ter with control removed 
fingertips; full-mix beaters; push 
button, thumb tip beater ejector; 
complet th stand and tw neat 
resistant gia mixing DOW! with 


EML Mixmaster hand mixer has 


pouring lip (3! ind 14% qt.) 


governo! ntrolled motor; large 
full-mix be I removable cord 
key hole yt f y nanging 


In the T-35 Radiant Control au 





tomatic toaster neat radiated 

from bread surfac« focused or 

bimetal strip; whe bread reache 

scientifically correct temperature 

for shade set on dial, thermostat 

shuts off toaster; bread lowe i 

tomatically and ris¢ 1utomatical 

ly wher finished; hinged rumt 

tray; color selector fo1 I Automatic saucepan, RS3, is 7 

shade toast desired appliance n-1 saucepan, double 
T-10 automatic toaster has higt boiler, dutch oven, corn popper, 

toast lift for small slice to pop isserole, bun warmer, and chafing 

ip to convenient height; t lisk qt. capacity; features tri 

large and thick slices, frozen waf ingular-shaped element; easy-to- 

fles, English muff etc.; easy-t ec Cookguide o1 finger-fitting 
ee dial above handle has 9 dia handle; immersible with control 

markings for color selection; snap nit removed; complete with vent 

out crumb tray; chrome finisl ed metal cover 


Removable control unit has a 
irate thermostat; easy-to-see and 
light; 
angeable with any of the 


et dial and signal inter- 
Sun- 
removable control appliances 
frypans, medium and large, grid- 
dle and saucepan. 
Clipmaster hair clipper kit, an 
l-piece home hair cutting set, 
“on-off” 


motor; 





feature a thumb-tip 


Sunbeam griddle, RG witcn Sunbeam-built 
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packaged in vinyl carrying case; 


accessories include 3 hair 
back 


of neck, blending hairline, giving 
“butch” or 


special 


cutting guides for tapering 


“crew” cuts; barber’s 


shears, tapered barber’s comb, Sty- 


rene bristle duster brush, plastic 


neck cape, tube of Sunbeam oil for 
hair clippers and step-by-step in- 
Corp., 5600 


Chicago 50, Ill. 


structions. Sunbeam 


Roosevelt Rd., 





Hotpoint 30-in. range, RB-602 


Hotpoint 1959 Ranges 


Five new ranges for 1959 called 


e “five million series” are an 


nounced by Hotpoint, and consist 


of three 30-in. and two 36-in. 


mod 


els; all except super deluxe have 
centered control board imbedded ir 
backpanel; 2 fluorescent lights sur- 
control 


panel as well as 


round centered panel to 


entire 
work surface top; cooktop is re 


cessed to protect against  spill- 


11 models have divided top. 
lighted 


Top of line pushbutton 


super deluxe 30-in. RB-602 fea 
tures a 23-in. wide oven; rotis 
erie that holds a 15 lb. roast or 
18 lb. ham; automatic mealtimer, 


oven timing clock, thermostatically 
controlled Calrod surface unit, 2600 
watts; automatic oven temperature 
control; 2 appliance outlets. 
Medium priced 30-in. range RB- 
202, also has full width oven, spe- 
cial 2600-watt Calrod surface unit, 
oven timing clock and pushbutton 
other features are lighted 


controls; 


backpanel, automatic oven tem 


perature control, appliance outlet, 


full width storage drawer; broile 

roaster pan 
Budget-priced 

102, is a 


9 


23-in. wide 


30-in. model RB- 


pushbutton range with 
Calrod 


inits; appliance outlet and an au- 


oven; surface 


tomatic oven temperature control 
RC-202, me- 
model and RC-101, 
RC-202, has 


regular wide oven; 2600-watt Cal- 


39-in. line includes 
dium 
budget 


priced 
priced model. 


rod surface unit, oven timing clock, 
pushbutton controls, appliance out- 
let, lighted 
oven temperature control. 

RC-101 has same 
RB-102. 

Deluxe 39-in. models introduced 
in 1958 (RC-601, RC-501 and RC- 
301) will be retained in line. Hot- 
point Co., 5600 W. Taylor St., Chi- 
cago 44, Ill. 


backpanel; automatic 


conveniences 


as 30-in 
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Westinghouse portable dishwasher 


Westinghouse 
Dishwasher 
Roll About port 


able has back panel with a contro 


Westinghouse 


center and detergent storage bin; 


hot water booste1 provides 140 


deg. water for every wash and 
rinse; thermostatic control delay 


| intil 140 


advance of wash cycle 
deg. temperature is reached; 23 in 
wide; ball-bearing caste! 
In addition t 


booster control knob is 


large 
with rubber wheels 


the time 


control which when turned on 


tiates full 


automatic wash, rir 
and dry cycle; tilt-down detergent 


storage bin on right side of bac! 


panel; counter-balanced lid ha 
finger-touch handle: safety witel 
shuts off everything whe e1 


opens lid; hidden compartment 


rear stores retractable hose and 
cord: 2-on-1 hose onnect ap 
on any faucet. 

Heater is also used to operate 
during dry cycle pr far 
forced drying; uses 8 ¢ ite! 
during washing and nse cycle 
service-for-10 capacity or ser 
for-six plus pots and par West- 


inghouse Electric Corp., Mansfield, 


O. 











Majestic gas barbecue 


Majestic Barbecue 
and Incinerator 
Majestic barbecue gas 
built-in Char-Grill 
ant “Char-Roks” 


radiating glow and allows gas sup 


fired 
employs radi 


retains heat with 


ply to be low effecting a fuel sav 


when directo, over-the-fire 


ing; 
broiling is desired, the drippings 
fall on the glowing coals and re 
turn a charcoal flavor. 
Fed with a % in. gas 
line, the control consists of a bake 
lite knob 
when 


supply 
which lights the pilot 
held in extreme right posi- 
tion while a match is applied to 
pilot port; extreme left 
shuts off 


rounding burner chamber and be- 


position 


pilot and burner; sur- 







id, 


di 
ith 


fire 


NG 









WANTS 





MARK IT “RUSH”, DEAR, 
THIS YEAR EVERYONE 





a 
>. 
i —— 7 


Complete line o 
Lown and Garden 
Equipment 














Famous Silex 
Coffee Makers 






Y 


Starlight Carafes 


Portable Electric 


Clothes Washers 





SPECIALIZE IN PROFITS WITH 
THE SILEX COMPANY, 6333 West 65th Street, Chicago 38, Illinois 
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WE'LL HAVE TO 
REORDER FROM 


SILEX a) 


a =< GOODNESS, SANTA, 
SO 





distinctive 
different 
products 

for more sales, 
better profits 





gift designed 
appliance 
specialties 


Take a tip from Santa! Stock a full 
line of Silex Appliance Specialties. 
They’re gift-designed to give you 
added sales—extra volume over and 
above your normal expectancy. These 
Silex products do not duplicate or com- 
pete with other lines. They are tai- 
lored for the “new and different” tastes 
of the gift market—easy to promote 
and sell, stand-outs on any shelf or 
counter! Silex Appliance Specialties 
give you longer margins, with less com- 
petitive pressure. You get more turn- 
over, make more profit on your inven- 
tory investment. Team up with Silex 
now—make this the best gift season 
you’ve ever had! 


APPLIANCE SPECIALTIES 
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FRIGIDAIRE LAUNDRY 
means PAAW= ©'rF 


' 
wew 1959 WAY TO WASH CLOTHES BETTER 


WIN! ENTER TODAY! 


FIVE 
IDAIRE °150,00U 000°° 10.00.00 ae 
ror SW EEPSTAKES pote — 


one each a 


Nothing to uy ences to write! pat OFF YOUR, MORTGAGE! 


A PAY-OFF EVERY WEEK 


for 5 weeks! 560 —" to win! 


So easy to enter! »» 


: _ BENRUS FRIGIDAIRE 


cycarion WATCHES! AUTOMATIC WASHER 


Pas 
es bathes deep dirt out 


Without | antl 


DESIGNED with YOU IN MIND! 


BR IGIDAIRE sovanceo arruancts... 


LOOK AT THIS SMASHING CAMPAIGN IN NATIONAL 
@ MAGAZINES, SUNDAY SUPPLEMENTS, NETWORK TV: 


Ads like this will be sending customers into your store 
for the big pay-off in sales volume! 


This kick-off spread in LIFE magazine will announce the Frigidaire 
home laundry “‘PAY-OFF’’ sweepstakes. Ads like it will run in LOOK, 
SATURDAY EVENING POST, THIS WEEK, PARADE, and independent 
supplements. And, starting October 1, the sweepstakes will be 
| featured on five Frigidaire network TV shows! This is the pay-off for 


you: Every ad directs customers to your store to get their free entry 
blanks. So every sweepstakes entry you give is a chance to make a 
sale! Ask your Frigidaire division manager for complete details, 
free display material and entry blanks. There’s a sales bonanza 
aimed right at you in the Frigidaire ‘“‘PpAY-OFF’’ sweepstakes. 


IGIDAIRE ....ne2> promotion 


OCTOBER, 1958—ELECTRICAL MERCHANDISING 











TIME FOR YOU 


%, ity Stone&W 

> #-! 497% corer Br 

43 8 8 alee Sly 20 Sto 4 
§73q T8Yg Rey Toe of te aN 1M5— 14Me Mam 88M ay Stu Pac 


a) “0 rt) 49 4 


=a % Ch 
2 43 3q| 15g 10% Rheem . %% te 2% 8 413, 9 Sus 
12. 73% 74a 73'2 a i *| 1% Rhodesian Ole . 13 238 wre Big 892+ 36 gg 59 Sun Ol ’ 
4 99% 99% 994 92 Ba oO cnfid Oil 322A Sa Ore Ons. 203e— 38 cre 30Vy Sunbeam 
3 3834— %@, 9934 94 Owens i pt 4 37 378— 378 37% | 97¥e $$ Richt! ase wo tr i ae 1-478 _< adstrand 
3¥— 390 38%4 ~t26tn Out Pap 2a... 16 MS Ost 929, g3q— 2 | yong 192 Rievel Rowen 5 seis ave 4+ OT 2Stg 1500 Ot 
3134” wut Pap pf S..t 10 93%4 79"4 | 368— 2288 Ritd<eo “ ». 4 Fg 42-38) z7_ 203s Sunray 
Ant toe. 
Sig 4 1v 
Lat 14¥e 14My ta V8) 777— 22emod Fee 
13% 1334 1384 143e— 12) 37% 
$53 S5%q S43 Sia, ©?) 2839 


ta 
: sa— 32 | Si3q_ 37Y2 Owens 
2670 208 Saas 43 + 8! THe BD Owens In 2 


343, Midi Ro . 
we on wien Gil 1,05e < 
Divz 14% Miner Ch 200. 
9934 76 Mpi Hen } 
22% 17: *M 

















1 2 

22g 4 44% «6% PAC 1 
15¥2+ 38 10 Pac Coast \) 

153g 1542 1338 143% :< 

Bo. 25 Stl M26 Wh2 Stet ‘2\ gy Pac Fin 2 _ 16 




































Sq 4 Pac Tin .1Se. 173, 18 17% 18 + % 
25% 18% Mission Dev 





355g 36 + M2 










































| 37%, 2858 Peoples Or 2.-+ 
































Rod ©. 2 13% 13Me 


@ . 
3 16% a 407! x . eal 
4 v 4 
fh f 4 ose BTVz Ph EI WW: rve weees 
Signe Mol aot 71m out non EA as” 


EACH WEEK 
Cash to buy 


50 shares of Cash to buy 10 
GENERAL MOTORS _ shares of 


STOCK! GENERAL MOTORS STOCK! 





00K AT THE BIG PAY-OFF PRIZES 
° RETAIL SALESMEN CAN WIN! 


12 chances to win each week for 5 weeks! The year’s best 
chance to cash in on Frigidaire Laundry Product Sales! 


Here’s the pay-off for your salesmen: Each week a customer 
wins a first, second, or third prize, a dealer salesman will win 
too! All he has to do is sign his name! If a customer wins a 
grand prize, a salesman wins cash to buy 50 shares of General 


In the event a winning consumer entry has no dealer sales- 
men’s signature, the dealer salesmen’s awards will be stepped 
up automatically until all 12 dealer salesmen’s prizes are 
awarded. So be sure your salesmen sign their blanks to get 
in line for a big pay-off prize. Then make this store traffic 
pay off in sales! 


Motors stock. If she wins second prize, he wins cash for 10 
shares—and there are 10 third prizes, cash for one share each. 


live separate contests—one each week for 5 weeks. 


-..DESIGNED WITH YOU IN MIND! 






ELECTRICAL MERCHANDISING—OCTOBER, 1958 PAGE 


‘PAY OFF SWEEPSTAKES 

















284 2242 Sunr pf A 
395g Sune 2 pt 
72 Sunsh Bis 
Gig 67% Sunsh Ma 


oil 
5 1360 Sup 

‘ os Pa 
lg 11% S5hq S6tg S52 SON 40 3134 Suther 
Ty Mu. 267— 30Ug 297% 30 + ‘4 Say, 4734 Pac GKE 2 } i 47% 4738 47% + | 2934 Swift & ! 
bad 60.. 46 29's 0 % 1 if 
V4 21% Minn Ont 1.60.. % 4 «(MND 34 MY **s| 4% 40V_ Pac Lte ¢- 13334 1341 13334 1446 3ivq Sylv ,€ 

%q Minn PL 1.60 ! Sg 14Nq 1434+ 88 cer) g4734 Pac T&T 7.+¢ ‘ Nig 135\q 135% | Tyg Sym Way 
33g 278 292 143— 1434 S_ 135Y%e 11734 135% 135% 1 2 
14g 4% Minute 2 ‘a as A3vq 42¥2 43¥e+ 3 443 131 Pac TAT pt ¢ a, 4% 4M 4yz— ‘e 

P sect Ss M Ui——- ‘8 
“%y 3 Mission 4 18 24%, 2458 246 


Se Ms 18\q 123% Pan A Air $05_ S02 S0V2 ++, Fler > $5 TALCOTT 
ae 27 Miss Riv 1.60.. 10 Je Oe 8 — 38 cig 37 Panh EP Lo et Site atte dia A2et taf ni She Ha Telastoor 
$% 4% Mo Kan Tex... 3 S89 5 Sila Slat 43%— 30% Param Pict 4 i634 B82 8634 88%et | My 1s rd Temco Ai! 
tity 30% Mo © oy Soe 22 3382 33¥2 28s 7 %| 37% 33 ray 2 > 22 20% 202 et ‘ be 35 | $38q 358— Tenn CP 
ee ee a ea Ae ec 1 SE 
sia ‘ 00 7955 (8 a F ‘ < T3%q 5550 Te 
80%, 62 Moh pt _ a 6934 70% : . 3% - 7 \ Mel ay (22%— Tex G Pr 
71 $2 Mon f Das 3 19% 2 P20... 97 SY 4 33, 15 Tex G Sul 
3 «154g Monarc 33 |S ° Pai — 6 Ms 2634 Tex Ins 

© ib... .103 5q am W2 2654 
36% 29% Women = i 327 2% a ,. arena 4 ln) Ni7g 2478 TEX p co 
28g 22¥_ Mont 2. se S S8Me 58M we g> * 0% Li%_ Gla Tex PLT 
mm % aig & ve 2S ay 98% B2¥2 1TVa oh ey gaia Tex Util | 
° avec OF le ad 
= -_ Mont Wd 2a.. - 13% Sa ee Pa 
Me ° : 33% 44 
20% 1738 Moore ee : ee i He SWAT hermord 
Liv, Moree’ 95 PaP L of 1 1405.4 } h me : igh 8 144 “ %nomp Pt 
wir 1 14% 11% Pa R Rca vedo 7 31\2 Soe! "* © 4 be 





i val 22 20 tea, 
22 2%2—- ‘4 Peoples Gas 2 .- i , 
ee ite Net Vel 8 8 aE ivge..t 20 
2ivg 21% “O72 V_| 65 _ 32¥2 Peors u 2, ose 1644 > 

3%, 0 + - - crepes 20... ye , \, 2i%4 Me 

4 
2834 2% vt = + 1s 14% Petry: a2 . 338 a + r , 
4s (44% 5 3 PE } 
7 M Seatright 1.40 5 

“% Mat Va) 25 Sears Roed ta 


5O OTHER 
VALUABLE 
PRIZES! 


(10 each week for 5 weeks) 






































































103 





(Uncle Sam’s new 
postcard rate) 


LEARN 
HOW TO 
MAKE 


MORE 
SALES 


BIGGER 
PROFIT 


WITH THE 


Glamoroue 
Gnefllinile 


WASHERS 





NEW 2-speed action 

NEW chrome styling 

NEW int filter 

NEW. oultra smart contro! panel 


AND STILL WITH 10- YEAR 
SERVICE BOND 


Distributors and Dealers 


Tape or paste this coupon to a postcard 
and MAIL TODAY 


ONE MINUTE WASHER CO. 
KELLOGG, IOWA 


Please send full information on your com- 
plete new line of One Minute wringer 
and automatic washers, electric and gas 
clothes dryers, and drain tubs. 


NAME___ 

FIRM NAME. 
ADDRESS 
CITY. 








New Products 


MAJESTIC (cont'd 


low cast iron grate is a 1-in. thick 
layer of insulating firebrick has 
heavy gauge steel angle iron type 
frame; asbestos millboard insula- 
tion with heat-reflective aluminized 
steel inner liner and black wrinkle 
enamel outside finish chrome top 


grill in 2 sections; surrounding grill 
is a top rim of stainless steel. A 


front access door opens down. 


Majestic gas barbecue 


Another model MCG-G for ma- 


sonry installation is also available. 


Incinerator 
Majestic smokeless-odorless gas 


incinerator DSO-8, features new 


Majestic Incinerator 


suspended burning process; han- 
dles up to 1.5 bu. 
etc., is suspended in a steel rod as- 


garbage, trash 


sembly which allows air to circu- 
late and support combustion on all 
sides; specially designed venturi 
flue collar causes air to be drawn 
into flue pipe from casing interior, 
mixing it with flue gases; this 
flow of cooling air increases as the 
temperature rises in flue. 
Combustion is increased by a 
sss steel radiation plate lo- 
inside the charging door 
reflects extra heat back 
rning waste material; 
odors are drawn into 
steel turbo chamber at 
main combustion chamber, 
are consumed by high 
flame before entering flue. 
lue outlet facilitates di- 
mney installation; burn- 
30,000 Btus, pilot input 
control, clock-timer 
nd pilot reset button are built 
ssembly located outside cas- 
Complete shut-off mechanism 
ops all flow of gas if pilot is 
accidentally extinguished; gray 
baked-on enamel finish. The Majes- 
tic Co., Inc., Huntington, Ind. 


ONE peel ilod, Mole) ab ay.) & i; 


automatic can opener and knife sharpener 


SWING A-WAY N ru 
4100 Beck 
$27.95 St, Louis 16, 

IN CANADA: FOX AGENCI 
PORT REDIT. ONTAR 


Starts at the touch of a finger, and shuts itself 
off when lid is cut out. Full size electric knife 
sharpener included. Contact your SWING-A-WAY 
supplier today for the only electric with the 


really automatic features! 


YOu 

ARE 
SEEING 
it's the NEW DOUBLE! 


4-SLICE FULLY AUTOMATIC TOASTER 


ready to double your volume! 





Made by the originator of the two-slice toaster, large families 
and cost-conscious consumers will go for the four-slice toaster in 
a big way. It’s ideal for premiums, sales incentives, prizes, party- 
plans, trading stamp redemption, etc. Check all of these exclusive 
features: 

U. L. and C. S. P. approved 


THE TOASTSWELL COMPANY 


620 Tower Grove Avenue, St. Louis 10, Missouri 


Write today for 
promotional prices. 


@ NEW BAFFLE FOR TWO-SLICE TOASTING @ Sparkling Trichrome Finish @ Full Thermostatic 
Control @ Super Silent @ Nine Shade Control @ No Preheating Necessary @ Beautiful Styling 


ONE YEAR WARRANTY 
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All dressed up and ready to sell. Here’s an electric housewares department geared for peak Christmas sales and profits. All the 


promotional and display materials shown are yours - free — when you tie-in with the hard-working Oster HAppy HOLIDAY PROMOTION. 


GIFT IDEAS CRAFTED BY ... WANTED BECAUSE THEY’RE 


OSTERIZER PORTABLE MIXER FOLDING HAIR DRYER ELECTRIC MASSAGE ELECTRIC KNIFE AND 
The original blende Most L t weight, yet wert ( plete with hair drying t j PILLOWS SCISSORS SHARPENER 
stile a ‘ er é } ‘ € i ive ase. $24.95 Scientific massage act t Restores kee ean factory 
Models f $29.95 to $54 $19.95 1$ , STANDARD AIRJET HAIR elax te 
OSTER-ICER ait ent DRYER— $19.95 and $20.95 
9.9 HAIR DRYER HOOD ~- $2.5( 


sharp edae «€ 
Mode fre $14.95 to $19.95 


OSTER JUICER 









1E@ BIG) EXCITING, HARD-WORKING 


All the 


MOTION. 


int 





E AND 
RPENER 


ctor 


o $19.95 









SO WONDERFULLY USEFUL 








HAP»pY H®LiDAY 
PROMOTION From 


There’s no time like Christmas-time to sell electric housewares. To make this your happiest, most profitable 
holiday selling season ever, Oster offers you a Happy HoLipAy PROMOTION ...a profit-packed package featuring 
HoLipaAyY DrcoRATING IDEAS a booklet your customers will want because it’s so useful... 
4 pages, many in full H \iday color, of Christmas decorating ideas, recipes and menus... dozens of 
easy-to-make ornaments which : the family can create from ordinary household materials. Sure, traffic 


heavy during the Christmas 





store, to your electric housewares department. The HoLipAy DecoraTING IpEAs booklet will do the trick 
and a supply is ready for you, at no cost, when you tie-in with the Oster Happy HoLipaAy PROMOTION. 
3o0klets are shipped to you in this eye-catching display, ready to place on your counter. 
And there’s a handsome array of design and color coordinated + feta point-of-sale trim. Themed 


around the appealing Oster angel and featuring the HoLipay DeEcoRATING IpEAS booklet, these 





attractive materials will transform your electric housewares department, in minutes, into a festive, 


sure-fire shopper-stopper. All these, too, are yours without cost when you participate in the big Oster 
Happy Hotipay Promotion. @ Dimensional Angels — Suspend them from a wire over your display of 

Oster products on a counter or in a window. They’re tremendously appealing, mobile attention-attracters. 

Set of 6, reproduced in royal blue and glistening gold. Each features a different Oster product, tells shoppers 


to “Be an Angel give an OSTERIZER”’ — “Be an Angel 





give her an Oster Hair Dryer,” etc. 
® Banner — For window, wall or over-the-wire ... big and beautiful in full color... large illustrations of Oster 
gift ideas — wanted because they’re so wonderfully useful ...and a feature presentation of the HoLipAy 
DecoraTING IpEAs booklet. @ Eye-Beam Display — Reproduction of the big Oster full color spread which 
appears in THe SaTurDAY EvENING Post and Betrer HOMES AND GARDENS brings the impact of powerful 
national advertising right onto your counter-top. Streamer — For display or door window to let 


passers-by know you have the Hotipay Decoratinc IpEAs booklet they want. Directs traffic into your store, 


to your electric housewares department, to your Oster display. Local Advertising Kit — Newspaper ad mats... 


television scripts and film spots... radio scripts and transcriptions... product folders... all yours to let 


you tie in with and reap full benefit from the massive Oster national advertising program. 


shopping season. But you need and want something to direct it to your 





No 
Postage Stamp 
Necessary 


If Mailed in the 
United States 








BUSINESS REPLY CARD 


First Class Permit No. 8985, Milwaukee, Wis. 











ELECTRIC MEAT GRINDER MASSAGE INSTRUMENTS 
No more hand grinding. Grinds Exclusive Suspended Motor 
the toughest meat with power Action delivers true Swedish 


to spare $49.95 massage movements 
ne Models from $19.95 to $44.95 John Oster MANUFACTURING CO. 
$12.95 


ICE CRUSHER head 
5055 NORTH LYDELL AVENUE 


MILWAUKEE 17, WISCONSIN 
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HERE'S NATIONAL ADVERTISING WORKING 
AARD FOR YOU AT THE LOCAL LEVEL 


If profitable Christmas business will help make this your happiest 
holiday, then get with the big, exciting, hard-working Oster HApPP’ 
HOLIDAY PROMOTION. Detach and mail the postage-free card now. 


HAPPY HOLIDAY ADVERTISING 
PROGRAM IS FOCUSED ON YOUR 


itoeenerenenh ae. ELECTRIC HOUSEWARES DEPARTMENT 


SE Pee Le SOG ee wre wee em Mass magazines, class magazines. Oster is using both 
to reach all of your customers during this peak 
Piease tell me how | can get in on the Oster Happy HOLIDAY 


PROMOTION selling period. And most important, Oster focuses buying 


attention on your electric housewares department. 


aseeuen The Oster Happy Ho.uipay advertising in this tremendous 


COMPANY line-up of magazines features the HoLtipAy DECORATING 


ADDRESS IpEAS booklet... tells your customers that the booklet 
CITY is available from dealers displaying the Oster Angel. 


My Distributor is 
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STEREOPHONIC CONSOLES 
Model 15-1260: A dual channel, 4-specker 
stereo console that is unmatched in styling 
and true-dimensional tone. Just one of 
ten new 1959 Symphonic stereo consoles 


priced from 129.95 to 795.00 





STEREOPHONIC PORTABLES 


Model 1526, a genuine leather covered 
dual channel stereo portable that achieves 
new heights in listening pleasure For 
959, Symphonic offers 3 stereo portables 


priced from 84.95 to 149.95 


3 AND 4 SPEED PORTABLES 
Model 1506 is an outstanding example of 
Symphonic’s style and value leadership 
For 1959, Symphonic offers four distinc 
tive feature-packed models priced from 


19.95 to 37.95. 
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true - dimensional 


THE LINE 


THAT TAKES 


CARE OF 
EVERY 


CONSUMER 


DEMAND 


The great new Symphonic line for ‘59 starts with 
America’s 3-speed portable value sensation 
selling at 19.95 to the magnificent complete 


selling at 795.00. You never lose a sale 
or a profit when you feature and 


promote Symphonic phonographs 


because you have models 
and prices to satisfy every 


consumer demand. 


ee 


AMERICA’S LARGEST EXCLUSIVE 
MANUFACTURER OF PHONOGRAPHS 


For Complete Line Information Contact Your Distributor or Wrife: 


SYMPHONIC RADIO & ELECTRONIC CORP. « (Dept. EM10) 10 COLUMBUS CIRCLE, NEW YORK 19, N. Y. 


1958 


stereo console ensemble 


i 
=> 

STEREOPHONIC TABLE MODEL 

Model 1532: For 1959, Symphonic features 

a stereo table model with a double sales 


appeal. . . converts to a chairside model 
with optional 15 brass finished legs. 
149.95. 

oe 





4 SPEED AUTOMATIC PORTABLES 


Model 1518 is one of the two all-new, 
extra feature, extra value 4 speed auto 
matic portables. For 1959, Symphonic 
offers two smart models priced to sell at 


49.95 and 59.95. 


45 RPM AUTOMATIC PORTABLES 
Model 1514 is a brilliant new achievement 
in compact styling and color harmony. For 
1959, Symphonic offers two 45 rpm youth- 
ful models priced at 39.95 and 44.95. 
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DELIGHT BULBS IN OVER 30 YEARS 


WESTINGHOUSE ANNOUNCES 
ALL NEW EYE SAVING WHITE LIGHT BULBS 


A new shape...a 
ew kind of light! 


NEW EASY-TO-HANDLE CONTOURS... 
EW GLARE-PROTECTION...NEW WHITENESS 





From Westinghouse lamp research comes this first 
totally new kind of light bulb in a generation. Its 
streamlined cylindrical shape is no greater in diam- 
eter than ordinary bulbs, yet it has more inner sur- 
face area... more area coated with millions of tiny, 


glare-diffusing, white silica particles. This built-in 
glare-filter is applied to the inside of the bulb with 
an electrostatic coating process developed by West- 
inghouse, providing a bulb with over-all whiteness 
and without the harsh glare-spot of ordinary bulbs. 


PROVED AND APPROVED ... ALL THE WAY 


CONSUMER TESTED... Thousands of householders through- 
out the country used and approved new Westinghouse Eye 
Saving White light bulbs, overwhelmingly voting them best 
for modern home lighting. 

RETAILER TESTED... The selling power of these new light 
bulbs has been thoroughly proven under actual merchandising 


EW EYE SAVING WHITE BULB gives ORDINARY BULB has glaring 
ll-over whiteness and brightness. hot-spot at center. 
o glare, no hot-spot, no harsh 


conditions. Tests show that when new Eye Saving White 
bulbs are added to any retailer’s line, something wonderful 
happens to sales: 


. More people buy more Eye Saving White bulbs... 
average up 120% over previous sales 

. Other types of light bulbs benefit from the attention 
drawn to displays and over-all sales increase . . . total 
list value sold up 40% in one week. 


YOURS SOON FOR EXTRA SALES AND PROFITS 


Westinghouse production is now working around the clock to 
bring you stocks of new Eye Saving White bulbs soon. Plan 
now to order the lamps you'll need to meet the big consumer 
demand in your area. You’ll make more... up to 21.7% extra 
profit on every bulb sold. And, you'll sell more . . . they’ll put 
new life in your light bulb business. New Westinghouse Eye 
Saving White bulbs are another example of the plus-profit 
products and programs Westinghouse has for you right now. 
Call your local authorized Westinghouse Lamp Agent or write 
Westinghouse Lamp Division, Bloomfield, N. J. 


zg ey you CAN BE SURE...1F “Westinghouse 


A 
rave 
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For greater dealer support in 
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@ Chicago market... 











Want more bang for your buck in Chicago’? You can get 
it—with the Chicago Tribune’s Selective Area Plan. 

Manufacturers and distributors have invested mil 
lions in selective area advertising in the Tribune 
Dealers back it enthusiastically because it produces 
tangible sales results at the local level. Here’s how 
t works 

Every Sunday, the Tribune’s circulation in the city 
and suburbs is split into the five zones shown above 
Every Thursday, it is split into three zones. 

You select your leading dealers in each zone. We'll 
work with you to help line them up. Then you can 


run the same ad in all sections of the Tribune with a 


different dealer listing in each zone. Result: you re- 
tain complete control of the advertising, yet each 
dealer receives the strongest possible identification 
among families in his own selling area. 

Do Tribune readers respond to selective area ad- 
vertising? You bet they do! Westinghouse increased 
its first quarter Chicago sales of its entire line more 
than 25‘, with seven pages of selective area adver- 
tising. 

This tested plan is the surest way to sales success 
in the competitive Chicago market. Why not put it 
to work for you? A Tribune representative will be 


glad to discuss it with you. Just give him a call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


New York City Detroit 
E. P. Struhsacke 

E. 42nd St 
MU y Hill 2-3033 WC 


108 


W. E. Bote 
263 Penobscot Bidg 5 Monta 


Yodwore 8422 »Artield 794E 


San Francisco Los Angeles 
Fitzpatrick Associate Fitzpotrick Assoc 
nery St 346 Wilshire Blvd 


DUnkirk 5- 3 7 
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new products 





Lewyt cleaner No. 111 


Lewyt Cleaner 


Lewyt electronic vacuum clean- 


er is two units in one—employs an 
electronic principle that enables a 
motorized brush rug attachment 
to operate without wires or bat- 
teries—each unit has its own mo- 
tor, operating simultaneously— 
one motor is in the canister unit, 
the second in the beater-sweeper. 

Beater-Sweeper, about half the 
size of ordinary carpet sweeper 
has a long aluminum wand han- 
dle; stands upright when not in 
use; when in use, its own motor 
rotates nylon brushes at 5,000 rpm 
sweeping dirt, lint ete. into 1% hp 
suction stream to canister; less 
than 3-in. high, the beater-sweeper 
has built-in automatic rug regula- 
tor and an electronic headlight; 
weighs 5 lbs. 

Canister retains external design 
with big wheels and wider rubber 
tires. Other features are “no-dust- 
bag-to-empty”; cleaning tools ride 
with canister unit; 12-in. high; al- 
lergy proof filter system; patented 
lock wands; 2-tone green and sand 
with gold trim. 

Price, with all attachments, 
$119.95. Lewyt Corp., 43-22 Queens 
St., Long Island City 1, N. Y. 





Remington lady shaver ‘’Princess’’ 


Remington Lady 
Shaver 


“Princess”, ivory shaver for 
women weighs only 7 0z.; meas- 
ures 2% x 3 in., fits into palm of 
hand; special guard combs inside 
cutters comb hair directly into cut- 
ting edges; entire head assembly 
ean be removed for cleaning; gold- 


plated, hinged hair receptacles at 





both ends snap open; head assem- 
bly is removed with gentle pull; 
starts automatically when plugged 
into a.c. 110-volt outlet and stops 
when cord is disconnected; same 
head is used to remove hair from 
legs, underarms, and back of neck. 

Gold crown insignia on a re- 
panel; both head 


cessed coral 


guard and cord in matching ivory; 
4 h.p. motor encased in rubber to 
reduce noise and vibration. Rem- 
ington Rand Electric Shaver Div., 
Sperry 
Conn. 


Rand, Ine., Bridgeport, 





National “‘Citation’’ No. 744 disposer 


National Disposer 


No. 744 disposer, 
styled for modern kitchens, fea- 
tures a “jiffy” mounting that 
makes installation quick and easy 
and cradles unit in thick rubber to 
eliminate vibration; 
reversing and 3- 
stage “micro-size” 


food-waste 


noise and 
“power-surge” 
grinding; new 
power pak 
shredding elements and sealed mo- 


all-in-one contains 
tor; lok-top cover control operates 
motor only when cover is in place; 
no extra switches needed. Plumb- 
ing Equipment Div., National Rub- 
ber Machinery Co., Akron, O. 





Dremel shoe polisher 


Dremel Shoe Polisher 


Designed for family use at 
home, provides pushbutton shoe 
shining in less than 60 secs. with- 
out bending or soiling hands; 
equipped with bristle brush on one 
side and polishing bonnet on the 
other; tap of foot starts a.c. mo- 
tor; rubber suction cups hold unit 
to floor; chrome finish; 6 lbs. 

Price, $24.95; extra bonnets and 
brushes, $2.50 each. Dremel Mfg. 
Co., Racine, Wis. 
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Portable Air Coolers 



























































COMFORT-PLANNED 
...to sell faster 


PRICE-PLANNED 
...to maintain 
your profit 





Turn on the sales power of America’s most beautiful portable 
coolers! There's a sweet purr of profits in their exciting decorator 
styling...12 exclusive Comfort-Planned features...and blower 
cooler efficiency. They’re price-planned to sell at no more than 
the price of a good circulating fan, but there’s full profit in it for 
you. Ask your Wright representative for all the facts on 1959’s 
outstanding portable cooler line today. 


Retail prices start at $29.95 


MODEL B 1220 
Attractive, light weight, 
‘“‘spot cools!’ freshens 

stagnant air in seconds. 





MODEL B 1660 
Twin blowers circulate 
a large volume of 
cooled air at ‘‘whisper”’ 
sound level. 





MODEL B 1990 
Deluxe Console— powered 
to cool a large room 

with ease. 








MODEL B 1150 

Low cost cooling versatility; iF 
beautifully designed to 
accent any room. 





for WRIGHT Dealers 


e Newspaper ad mats 

e Radio and TV announcements 

e Full color brochures, many other sales 
aids...including Point-of-Sale display 


For the name of the representative nearest you, write to 


WRIGHT 


AIR COOLERS 
“Creating New Climates for Better Living” 
2902 West Thomas Road e Phoenix, Arizona 
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All-New Design for ’591. 


amous Deepfreeze 


Food Freezers 


YU EVe (=e OJ al Vo) 


Amore 


Backed by a 
Century-Old 
Tradition 

of Fine 
Craftsmanship 


MODEL DF-240: 23.8 cubic 
foot capacity; holds 833 
pounds of food! 


Only the new Deepfreeze Food Freezers by Amana offer all these 
outstanding advantages—and—at prices that suit every budget! 


e All-New Design! Deepfreeze is bigger 
inside, no bigger outside—at no sacrifice 
in quality of insulation or wall thickness. 
Up to 18°) greater food capacities! 

@ Exclusive Hand-Packed Insulation! 
Deepfreeze Food Freezers are hand- 
packed with 3% inches of high-density 
insulation, to assure maximum protec- 
tion for food load! 


You can’t sell against them 





e Deepfreeze Zero-Wall Construction! 
Provides 100°; freezing wall surface! All 
food is completely wrapped in cold. 


e Exclusive Radiant Condenser! Up to 
60°, more efficient! Wrap-around coils 
are fastened with new positive-contact 
clamps. 

e Self-Aligning ‘‘Easi-Lift” Lid! Opens at 
the touch of a finger, insures positive 


OCTOSGER, 19758 


... 80 why not sell Deepfreeze? 


seal. Soft-Lok Latch. . 
lock .. . extra-bright automatic lighting 
... beautiful ‘‘Twilite’’ Blue interior! 


. Tamper-proof 


e Famous Deepfreeze Double Warranty! 
Protects your customers completely... 
with 5-year warranty on motor com- 
pressor .. . plus 3-year warranty against 
food spoilage due to mechanical failure 
of the refrigeration system. 


ELECTRICAL MERCHANDISING 
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... available NOW! 
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MODEL DF-180: 17.4 cubic 
foot capacity; holds 609 pounds 


of food! 


MODEL DF-110: 11.0 cubic foot 
copacity; holds 385 pounds of food! 











* Up to 18% Greater Capacity! 
* Advanced New Features! 

* New, Competitive Prices! 

* Famous Deepfreeze 


Double Warranty! 


Bigger, better, 
finer than ever... 


COMMANDING IN QUALITY 
COMPETITIVE IN PRICE! 


See Your Distributor Today for 
full details about new, competitive 
Deepfreeze pricing! See the new 
Deepfreeze Food Freezers for ’59, 
made only by AMANA—manu- 
facturer of Deepfreeze Food 
Freezers ¢ Amana Freezer-Plus- 
Refrigerators ¢ Room and Central 
System Air Conditioning e De- 
humidifiers ¢ and the famous 
Amana Stor-Mor Freezer that is 
Guaranteed to Outperform All 
Others. 





DEEPFREEZE WILL BE BACKED BY THE MOST 
EXCITING NEW SHOWS ON TELEVISION 
-.-PLUS IMPORTANT NEW NATIONAL 
MAGAZINE ADVERTISING TO HELP YOU 
SELL MORE, PROFIT MORE! 


All America will Stop, Look, and Listen to 
These Two Great New ABC-TV Shows 
SPONSORED BY AMANA! 


The Peter Lind Hayes 
—Mary Healy Show 


"Who Do You Trust?” 
with Johnny Carson 
Every Tuesday 
11:30 to 12:00 


Every Thursday 
3:30 to 4:00 


Starting October 14th over the entire ABC-TV network! 
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ber ane 


BACKED BY A CENTURY-OLD TRADITION 
OF FINE CRAFTSMANSHIP 


Amana Refrigeration, Inc., Amana 16, lowa 


The words Deepfreeze & Amana are trademarks, Reg. U.S. Pat. Off. 






































OUTSIDE DIMENSIONS: 
2612” high, 20¥2” wide 
2134” deep 


1959 
PORTABLE 


PORTABLE (SPOT) REFRIGERATION 
Serves the NEW market with 


UNITS 


Also Available 


For Gas Operation 





OUTSIDE DIMENSIONS: 
36” high, 2256” wide 


212” deep 


Advance orders from every corner of the nation have already given 
1959 the biggest portable spot refrigeration sales potential to date. 
Dealers are calling immediate attention — Distributors are solidifying 
their position — And now Astral comes to complete the profit picture 
with another model — bigger — and with extra sales plus. 


BACKED BY 
National Advertising 


MASS CONSUMER HOME SALES 
DOCTORS AND DENTISTS 
ARCHITECTS 
BOATING ENTHUSIASTS 
FURNITURE MANUFACTURERS 
HOSPITALS 
HOTELS AND INSTITUTIONS 
POULTRY RAISERS 
VETERINARIANS 
MOTELS 
TRAILER MANUFACTURERS 
TRAILER OWNERS 
OUTDOORSMEN 
TRAILER COURTS 





DOOR TOASTER HAIR 
CHIMES 


Guaranleed Clent Forever! 
MIRACLE COOLING UNIT 
6, 12, 24, 32, 110, 220 volts 
dual voltage — giving 
any combination of 
any low voltage with 


110 volts or 220 


=, DC or AC any cycle 


IRON SPACE 
HEATER 

















Westclox Andover and Orbit 


Westclox Clocks 


Westclock announces 4 new 
clocks, Andover, Orbit, Brucewood 
and Wallmate. Andover, 4-in. high 
has embossed _ brass-finish dial 
with luminous hour marks and 
hands; available in 2 colors, drift- 
wood or black. 

Orbit, wall clock features a cart- 
wheel design with embossed metal- 
foil dial with gold Roman numer- 
als and solid brass outer rim; 
comes with black dial and white 
spokes or white dial with black 
spokes, 12-in. diam. 

Brucewood, occasional clock has 
solid mahogany case, red sweep 
second hand, buzzer alarm; plain 
or luminous dial; 4 in. high and 
5% in. wide. 

Wallmate, in a plastic case 6 in. 
square; features a_ roller-type 
hand-set wheel on side of case so 
clock can be reset without remov- 
ing it from wall; excess cord can 
be concealed by wrapping it 
around locking slots in back of 
case; available in red, white and 
turquoise. 

Prices, Andover, $7.98, Orbit, 
$12.95, Brucewood, $8.98 or $9.98, 
and Wallmate, $4.50. Westclox 
Div., General Time Corp., Lasalle- 
Peru, Ill. 





Royal Scotsman toaster broiler, RS-5 


Highlander Toaster 
Oven and Lighter 


Four new products announced 
by Master Corp., under the trade- 
name Highlander: a toaster-broiler 
No. RS-5 Royal Scotsman a table 
oven SO-5, Scotch-oven A Bake- 
master table oven B-1 and an elec- 
tric charcoal lighter. 

Royal Scotsman toaster-broiler 
RS-5 has a heat selector, cool touch 
handles; 2-position tray; remova- 
ble grill rack; cooks up to 4 pieces 
toast at a time; chrome finish; 3- 
point heat selector; 800-watts, 115 
volts A.C. only. 


Scotch-Oven SO-5 also. broils 


and toasts; a thermostat is op- 
tional at slight extra cost; no-tip 
handle; removable rack; chrome 
steel finish. 


Bakemaster features an automa- 


t 


ic heat selector temperature con- 
trol: 13 


5% in. high; 800 watt element; 


in. long, 13 in. wide and 


chrome finish, sheer design. 
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new products 


Highlander charcoal lighter 


Charcoal lighter lights bar-b-que 
fires fast and safely with a 650 
watt a.c.-d.c. element; cool bake- 
lite handle with safe-set bracket. 
Master Corp., 240 W. 10th St., 
Wichita, Kansas. 





Hunter baseboard heater 


Hunter Baseboard 
Heater 


Combination baseboard and 
forced air heater features a low- 
speed centrifugal fan to recover 
floor level air before it becomes 
cold and delivers freshly heated 
air into “living zone” up the wall; 
fan operates in tandem with ther 
mostat-controlled elements; mo- 
tors operate 10,000 hrs.; installa- 
tion of heater is simple in new 
or existing structures; comes in 
single package, has no accessories; 
automatic disconnection of elec- 
tricity when front grille is re- 
moved for cleaning; available in 
1000, 1500 and 2000 watts; Btu. 
range from 3400 to 6810; heater 
in 33 in. long, 13 in. high, 3% in. 
wide. Hunter Div., Robbins & 
Myers Ine., 2500 


Memphis 14, Tenn. 


Frisco Ave., 








NuTone bathroom fan 


NuTone Bath Fan 


Bathroom ventilating fan fits 


into ceiling or 2 x 4 side wall, dis- 
charging through 3 in. round duct; 
other features include wide flange 
on anodized aluminum grille to 
cover variations in cutout, newly 
designed blade and motor for quiet 
built-in back draft 
damper prevents heat loss. 

Price, $23.95. NuTone, Inc., Madi- 
son and Red Bank Rds., Cincin- 
nati 27, O. 


operation; 
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five million reasons why this /4)9 Hotpoint is 


THE WORLDS FINEST ELECTRIC RANGE 




























DEALERS HAVE SOLD MORE THAN FIVE MILLION HOTPOINT-BUILT 
YOUR PROSPECTS WILL BE PRE- | RANGES — far more than the total built by any other manufacturer. 
SOLD ON THE 1959 HOTPOINT This is factual proof that Hotpoint Dealers are selling the features 


LINE BY FULL-PAGE ADS IN and the quality that most women want. That means fast sales— and 
THESE FAMOUS MAGAZINES... 
profitable sales. 





Life, Oct. 27 Here are just a few of the women-wanted features in this new 
Better Homes & Gardens, Dec. | deluxe 30 in. model: full-width oven, automatic time and tempera- 
American Home, Dec. ture control, color-lighted pushbuttons, Calrod® Golden-Bake units, 
Sunset, Dec. automatic Mealtimer, Roast-Right Thermometer, Rota-Grill Rotis- 
Household, Nov. serie, new “rimmed” top that prevents spilled liquids from dripping 
Farm Journal, Nov. on sides, and many, many others. 

Progressive Farmer, Nov. Get the story on the complete 1959 Hotpoint Line from your Dis- 
Successful Farming, Nov. tributor today. You'll find that there are the right 30 and 39-inch 





models —at the right prices—for every market! 


Hotpoint Dealers’ profit opportunities are greater than ever before... /tHotpoind 
If you're not a Hotpoint Dealer — you should be! 


\3_ SERIES / 
N0000 857 







) 
















Z ith S LOOK FOR THAT DIFFERENCE! (uour Cuitowers do!) 
ZZ 
Zw verren SS Ye ; 


“Cormier HOTPOINT CO. (AD Company). CHICAGO 44, ILLIN« 
ELECTRIC RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + COMBINATION WASHER-DRYERS 


CUSTOMLINE * DISHWASHERS DISPOSALLS® + WATER HEATERS + FOOD FREEZERS - AIR CONDITIONERS + TELEVISION 
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Sell up to quality, not 
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down to price...with 


TOA STMASTER 
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Quality Beyond Price 
Makes Toastmaster Homewares 


Easier to Sell... 


Toastmaster Homewares are trouble-free. They’re made that waly 
. always have been... always will be. 


And when a Toastmaster customer comes back it doesn’t mean com- 
plaints or service requests, it means you're going to make another 
sale to a satisfied customer. You get extra profit . . . instead of profit- 
thieving complaints and returns when you sell Toastmaster. 


So, sell the full (and growing) Toastmaster line. . . the easier-to-sell 
quality line that will be pre-sold this Fall as never before! 


The Fall ad campaign is one of the heaviest in Toastmaster history 
. ads are scheduled in these 11 leading magazines... 


This Wirey, 


Kcessfyy 
— oe 


Program will be climaxed by this powerful Christmas spread in 
full color in the Saturday Evening Post on December 6... 


| TOASTMASTER Fitut in Electric Homewares | 


a 
| 


pt CR AG ; 


It’s getting late .Dad- do your Christmas shopping here! jag 


Tie-in now to build your sales and profits! 


TOASTMASTER 


Sit tn Ebecbui FMA, 


Homewares—the new word that helps you sell up to 
quality, not down to price... with Toastmaster. 
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V-M Stereo Console plays stereo and monau eds and V-M Amplifier-Speaker System 
s P syst ind powerful 12-watt amplifier assure © companion to the Stereo Console 

$179.95 list.* stereo set-up wide-range two-speaker syst 

ny, blonde or walnut, Model 167 


f a r 


aos ee ieaieae } 
nde or mahogany. Medel 563 


Ri 


LOOKING FOR A 
TRAFFIC-BUILDER? 


H. re’s the hot combination for bonus profits during the holiday 


sales-season! A NEW V-M Stereo Console and a complementary 
Feature V-M Model 1260, 


) 
the automatic portable 
nobody can match for 


system later. Or sell the amplifier-speaker to customers who al- 
quality-at-a-price. You sell 
it at 


just $ 
{nyway they want stereo, you have it! 
$54.95 
7. 


ready have phono-« onsoles. 
And you'll sell-up with it! 


SAN TAGRAM 
Make it a merry Christmas for sure! Sell the Voice 


of Music, the nationally-advertised quality line for 
profit. Get those Christmas-season orders in FAST! 


22 a ES World Famous for the Finest in Phonographs, Tape Recorders and Record Changers 
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amplifier-speaker system in a corner enclosure! Sell both for 
79.90!* Sell the phonograph now, the amplifier-speaker 


_ 
A 
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“Crestwood” blanket line 


Northern Blankets 


of blankets 


Northern 


’ Two new lines 
offered by Northern 
Custom Formed” and 
Deluxe.” 

Crestwood features sanifresh 
bacteria-resistant bindings to re- 
pel germs, bacteria and odor; cus- 
tom formed, feature keeps blanket 
firmly in place; automatic control 
adjusts blanket warmth to com- 
pensate for any room temperature 
change; non-allergenic blend of 
nylon, rayon and cotton. No. 200 
twin bed single control in rose or 
No. 201, double bed single 
control; No. 202, double bed dual 
control; all models gift packaged. 

Northern deluxe automatic blan- 
kets feature bedside control; con- 
vertible contour—blanket can be 
used as blanket flat or snap it into 
a contour; sanifresh nylon bind- 
acrilan blend; available in 
bed, single control; double 
bed, single control; double bed, 
dual controls; choice of sapphire, 
yellow, red, green or rose; a king 
size bed, dual control blanket also 


are 
“Crestwood 
“Northern 





blue; 


ings; 
twin 


) ; i EA 


available. Northern Electric Co., 
5224 N. Kedzie Ave., Chicago 25, 
Ill. 
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Hotpoint baseboard heater 


. Hotpoint Baseboard 
Heating System 


r 
’ Low-density electric baseboard 
heating system designed around 
“Calrod” heating unit, which is 
embedded in specially designed 


convector—as cool air falls to floor 
level it is drawn off and heated as 
it passes over and around con- 
vector. 

Comes in 2 lengths—4 and 6 ft.; 
6 in. high and 2 in. deep; they are 
installed around perimeter of room 
needed most. Be- 


where heat is 








new products 


they modular, home 
owners can have a separate heat- 
ing system in each room, thermo- 
statically controlled. Hotpoint Co., 
5600 W. Taylor St., Chicago 44, 
Ill. 


cause are 





Wright portable cooler B 1660 


Wright Coolers 


Model B 1660 has 1900 FPM air 
delivery; %; hp motor; twin 
blowers, each 5% in deep and 3% 
in. wide; cabinet is 14% in. high, 
20 in. wide and 18 in. deep; has 5 
gal. water capacity. 

B 1220 has 1600 FPM; 45 hp mo- 
tor; single blower wheel 6%. in. 
diam and 4% in. wide; cabinet is 
14% in. high, 17 in. wide and 15% 
in. deep; water capacity 3 gal. Both 
models available with stands at ex- 
tra cost. 

Other features include decorator 
styling; 2-tone finish; no installa- 
tion needed; 
Tru-Vue water level indicator; ad- 
justable, directional air control. 

Other models in line include 
B 1990 Deluxe with 2550 
FPM air delivery and 6% gal. wa- 
ter capacity; a line of window view 


or water connection 


console 


air coolers with 8 air speeds; direc- 
tional air control; decorator styline 
in 2-tone baked enamel, and in 
sizes from 2200 to 5500 cfm; and 
an auto air cooler. Wright Mfg. 
Co., 2902 W. Thomas Rd., Box 7187, 
Phoenix, Arizona. 


Briefs 





Westinghouse announces an “all 
new Eye Saving white” incandes- 
cent light bulb with special elec- 
trostatic silica coating on interior 


surface which “makes it the best 
light bulb for seeing”; new shape 
makes it easier to handle; provides 
soft, glareless light with no loss 
in total light output. Westing- 
house Lamp Div., Westinghouse 
Electric Corp., Bloomfield, N. J. 
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IOWA APPLIANCE OWNERSHIP SOARS ABOVE U.S. AVERAGE 


6.6% 


lowa’s economy 
keeps climbing! 


38.7% 


ELECTRIC | 
FOOD 
25.6% | MIXERS 


17.7% | ELECTRIC | 
vacuum | SKILLETS 





14.4% 


CLOTHES 
DRYERS 


12.3% 
FOOD 











TELEVISION 





FREEZERS | (Gas AND 


ELECTRIC) 








CLEANERS 
| 














BASE LINE REPRESENTS U.S. OWNERSHIP —January, 1958 Electrical Merchandising 
lowa ownership from the 1958 Des Moines Sunday Register Brand Inventory 


Both halves of 
account for the 
half is setting 
the industrial } 


The 1958 Br 
product-brand 
167 items, sho 
averages in 1 
most effective 


in the Homes of lowa Subscribers. * 


Iowa’s balanced economy the Des Moines Register and Tribune 
» business boom. The farm _ Its papers are read by 70% of lowa’s 2.7 
records. Employment in million people. Covers a whole state bet 


ialf continues to rise. ter than most newspapers cover their city 


m9 xe of publication. 


listing of 


and 
performance 
ws Iowa ahead of national 
nost And _ the 
and economical way to 


Inventory, a 
*For your free copy of the 1958 Iowa 
Brand Inventory, mail a request to: Re 
search Department, Des Moines Register 
and Tribune, Des Moines 4 


categories. 
lowa. 


sell this thriving market is advertising in 


DES MOINES REGISTER AND TRIBUNE 









CATERPILLAR STEP GLIDE 


Endless rubber belts glide heavy loads 
ever stairs without marring . .. end second 
story delivery problems. 


members on 


YEATS semi-fitted covers are 
made of tough water repellant 
fabric 
straps and 
white flannel liners. All shapes 


and 


SEND postcard for full information 
en our complete fine TODAY! 


2127 N. 12th 


Gardner Cowles, President 
Combined daily: 350,000 e Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott * Doyle and Hawley 


¢ UP to 1/2 hour 


moving each appliance 


ideal for moving: 


@® ranges 

e refrigerators 
e water tanks 
ewashers, etc. 


oi Yeats tough, yet featherweight, alu- 
YEATS Model We. 7 . é . 
Height 59”. minum alloy frame is felt padded in 
Weight 36 Ibs. front — has smooth runners in back 
that allow handlers to ease the 
heaviest loads over truck tailgates. 
Patented strap ratchet grips appli- 
ance vise tight without marring in 30 
seconds or less. This on-in-a-flash 
loading plus on-a-dime wheel pivot- 
ing on stair landings and in other 
close quarters . . . save costly labor 


time on every appliance delivery. 
You'll find a YEATS dolly more than 
pays for itself! See your dealer or 
write direct! 


Curved cross 
frame fit rounded appliances. 


with adjustable web 


soft, scratchless 


sizes—Write. 





’ ti mee dolly Reteigeveter Cover 
aie gales company 
MILWAUKEE 5, WISCONSIN 








oor) 


St. 
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month in 


Electrical Merchandising 


In today’s tough appliance-tv-housewares business, 


guessing isn’t quite good enough. You have to know. 


In order to play your own hand right, you need more 
information than a small-town barber. Not just smart- 
talk, not just shop-talk... information. It could be 
pretty discouraging, but there’s a place to go when you 
have to know. That place is right here—in Electrical 
Merchandising. 


Want a run-down on the news that makes a difference 
in your business? See Spotlite, on page one. Get the 
big picture, nationally and region-by-region, through 
Trends, as Electrical Merchandising economists and 
editors report. How’s business? You get an answer 
every month, in a special editorial department with this 
same name. Want the views of a knowing editor and an 
outstanding independent dealer? Read Larry Wray and 
Mort Farr, each month in Electrical Merchandising. 


In a special editorial feature and in page after page of 
advertising, the products and the profit-stories of the 
industry are paraded before you. And when you sorely 
need sales-making ideas, remember, Electrical 
Merchandising is rated Number One in this depart- 
ment by appliance men everywhere. 


To choose and compare products, to get the informa- 
tion and sales-making ideas on which this business 
runs, appliance Pros turn always to the well-read pages 
of Electrical Merchandising. 


Electrical 





Magazine of the appliance Pros 


A MeGraw-Hill Publication ABC-+ABP 


1958 


Merchandising 
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| A a" Sweetens the Pot "acain.. 


‘ 


i 


~ 
- 


} a 
ws Lea IN TIME FOR YOUR Pi 
a 47 BIGGEST SELLING SEASON PC 
g « a — : ~ 
£ \ 


- ie IP 


SENSATIONAL 


Two of TV’s hottest personalities will show, dem- 
onstrate, sell the complete line of Presto appliances 
day and night, from October ’til Christmas. This 
concentrated “‘sell” is sure to boom traffic and 
volume in every market! Get set to tie in! 


TOTAL AUDIENCE OVER 100,000,000 


4.Color Bleed Spreads in 40,000,000 people will see these hard- 


| 2 mf hitting ads at the heart of the Christmas 
Reader’s Digest & TV Guide buying season. They tell the whole 


story about the complete Presto line 
of submersible electric appliances and 
pressure cookers. And still another 


28,000,000 le will be seeing Presto 
000,000 Presto New Presto Submersible people wi g 
OVER 1, F 


ads in True Story, Woman’s Day, Family 
ters Coffeemaker Circle, Better Homes & Gardens, Sunset, 
Se eat Brides, and Modern Bride! 





In gleaming —— 
. a ready- Steel . . . withou 
— ppeee hed —, seams OF ora 
pono opli trap bitter coflee : 
f ar Pres ypli- ; 
= S uae Priced to sell for only 
ances, J 


® 
1. « $24.95. Approved by AW 
of 6 P ae ee ns Underwriters’ Labo- 
hs ssi * yratories. = | = 


NATIONAL PRESTO INDUSTRIES, INC., 
F Cookers Eau Claire, Wi 
lete Line of Pressure au Claire, Wis. 
Plus the Only Comp 


Makers of Presto Cookers, Canners, and 
Submersible Electric Appliances 
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One of Ben-Hurs Typical view of 
niketet=1aa} Good Housekeeping ar 
testing rooms. test laboratory. o@ 





ne’ BEN-HUR 


now, America's Fastest Selling Freezer 
Carries All Four of These QUALITY Guarantee Seals 
YOU EXPECT MORE : @Q a tae 
AND GET MORE FROM BEN-HUR Maca A= Good Housekeeping 


for > 
THE TRADE NAME OF SATISFACTION AS apventisto t 








MORE SELECTION ... Industries widest choice of models. 
ONLY BEN-HUR FREEZERS CARRY ALL FOUR 


MORE QUALITY ... Better built of better materials. OF THESE PERFORMANCE GUARANTEE SEALS 


MORE STYLING ... Styling with the new Built-In Look .. . in 


ice-blue and sparkling white. Tear out and mail today! 


MORE FEATURES. ... Desert-Dri — Flex-flo Cover — Safety BEN-HUR MFG. CO., Dept. 08, 634 E. Keefe Ave, Milwaukee 12, Wis. 


Latch — R.O.P. — Cold Control — Exclusive 10 Year Warranty* Tell me more about Ben-Hur and how it offers greater op- 
portunity for sales. 


MORE PERFORMANCE ... Better tested for better perform- 


ance ... lowest rate of service requirements. Name_ saa = . = H 


MORE PROMOTION ... 135 advertisements in 22 national Title 
consumer — farm — trade publications during 1958 


*Replacement Compressor Price Pro-rated after 5 years. Address___ 


LARGEST EXCLUSIVE MANUFACTURER OF FOOD FREEZERS City a 
ee Mc A I I 
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new products 





Modern Maid Drop-in ET-30 Bar-Brook Breezebuilder-K Balanced Food Juicer BF-2 


Modern Maid 
Snoflake ice crusher Surface Unit Bar-Brook Attic Fan 
Snoflake Ice Crusher 





Balanced Food Juicer 


Newest addition to Modern Maid Breezebuilder-K residential attic 

This portable electric ice crusher “Super Thin” drop-in surface units fan for builder-contractors can be Makes vegetable or fruit juices 
produces uniform pieces of cracked is ET-30 which is 3 in. deep and quickly installed; comes in 3 sizes at flick of switch—no peeling, 
ice for various uses; weighs 4% can be installed above top drawer with 30, 36 and 42 in. fan blades; coring, or straining needed; sepa- 
lbs.; on-off switch on handle; re- space; no bolts are exposed; hold rubber-mounted dual ball bearings rates natural juices from pulp, 
tractable arms crack ice and de- downs are located in box; solid on fan shaft for silent, long-lasting roughage and other waste matter; 
liver into specially designed tray pans under elements keep spill operation; “sealed-in” fan and mo- o h.p. a.c.-d.c. motor with life- 
below to keep ice from melting and overs out of lower box, which is tor bearings; rubber-cushioned mo- time lubrication. 
holds 2 standard trays or 1-qt. porcelain enameled; rim around tor mount prevents vibration; ven- Salad maker attachment, SM-2 
cracked ice; handles small and top edge keeps spill overs from turi-type opening provides quiet, and a blender-liquifier attachment, 
large cubes; operates on 110-v 60- running on to counter top; con- even air flow with maximum blade L-1 also available. 
cycle a.c.; has self-lubricated bear- ventional burner rings around ele- size; choice of 2 shutter assemblies Prices, Juicer only, $79.95; salad 
ings; turquoise and white. ments have been eliminated, elimi available, KC and FHC, in alumi- maker attachment, $19.95; blender 

Price, $27.95 Adams-Pelouze nating grease catching seam. num stucco-stipple finish. Bar- attachment, $19.95. Balanced 
Co., 1218 Chicago Ave., Evanston, Price, $120. Tennessee Stove Brook Mfg. Co., Inc., 6135 Linwood Foods Inc., 700 Broadway, New 
Til. Works, Chattanooga, Tenn. Ave., Shreveport, La. York 3, N. Y. 
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WASHER-DORYER gust. in Welker Heol - a 














GAS OR ELECTRIC 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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_ shuts machine off at end of preset 
£ — ; 
/ e time; silent synchro-mesh clutch; 
Ss eeianenmmmeend >_> - : 
, 4h 4 super-century single transmis 
A~ en sion; airplane-type worm and gear; 
self-oiling; %4 h.p. motor. 
Price, $169.95. Dexter Corp., Fair- 
— f . 
nanan — field, lowa. 





Dexter 8-DAR i | 


Dexter Wringer 
Washer 





F Dexter “Pink Paragon” features ChefMaster griddle and control 

: soft pink finish with white tub and 

‘ wringer; 2 chrome trim bands and ChefMaster Probe 

4 a automatic shut-off timer Appliances 

‘ Other features include 10 lb. ca- Foster Aluminum announces a 
pacity tub which holds 19 gal. wa- line of ChefMaster removable 

7 ter to water line; bowl-bottom de- probe control appliances—frypans, 

« sign of tub speeds washing; re- 511 and 512; saucepans, 503 and 

t, movable strainer keeps buttons etc 504; Dutch oven, 505; griddle, 
out of drain hose; Corro-vane agi- 520. 

id tator of Lynite aluminum; deluxe Frypans 511 and 512 are 11- and 

Br Lovell wringer with oversize 2% 12-in., with 1150 and 1200-watts 

od in. soft rolls has handy pressure- respectively; pans are completely 

oa selector and automatic drain-re- immersible; come complete with 
verse; automatic shut-off timer high dome cover. 


= 
a a 
A 
\ ad : 


les y ’ 


ChefMaster saucepan 


Saucepans 503 and 504 have 3 
and 4 qt. capacity with 950 and 
1050 watts capacity respectively; 
silicone surface prevents sticking; 
heavy Pyrex cover. 

Dutch oven 505 has 512 qt. ca- 
pacity, 1200 watts; silicone inte- 
rior; heat-resistant plastic han- 
dies. 

Griddle 520 is 10 x 16 in., 1400 
watts; heavy cast aluminum with 
deep grease ring; heat resistant 
plastic handles. 

Removable ChefMaster control, 
with dial-lite automatically controls 
temperatures to 450 degs. F. 

Prices, Frypans $12.95 and 
$14.95; saucepans, $12.95 and 
$14.94; Dutch oven, $16.95; grid- 
dle, $14.95; control, $5.95. Foster 
Aluminum Alloy Products, Inc., 
Forestville, N. Y. 
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Vernois T481E drop-in Unit 


Vernois Surface Unit 

“Shadow-Slim” series T481E 
electric drop-in cooking units fea 
ture top controls, no front cabinet 
cut-out for air intake or valve 
knobs; 3-in. deep, permitting use 
of drawer space under unit in some 
cabinets; rectangular cutout; easy 
to install; Exact-O-Dial heat con- 
trols; surface units have 7-heats 
from intense quick start high to 
low, food warming temperature; 
easy-to-clean burners with hinged 
coils that lift up; removable bowls 
to catch spillage; available 4-burn- 
er unit with 1 giant burner and 3 
regular size burners (T481E) or 
i-burner unit with 1 giant burner, 
automatic temperature’ control, 
and 3 regular burners (T481EC); 
electric and gas interchangeable. 

Available in satin chrome and 
white, coppertone, pink, blue, yel- 
low and turquoise porcelain. Mt. 
Vernon Furnace & Mfg. Co., Mt. 
Vernon, IIl. 


AS @ COLD-WATER WASHING AND RINSING! 
59 Re) Whinlpoot washer-dryer combination 


..ethe world’s best seller, now even better! 
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Cold wash and rinse Lint-free washing “Wrinkle-free”’ drying Filter-Stream®* action Amazing water savings 
Four water temperature Built-in filter removes Automatic, 10-minute Exclusive, revolutionary It saves up to 15,600 
selections include new objectionable lint, fuzz cooling-fluffing gets Wash washing and rinsing gallons of water a year 
— COLD setting . . . also, and other matter from ’n Wears ‘“‘wrinkle free’ action showers clothes over other makes. And, 
there’s aseparate COLD or constantly circulating even some regular cleaner with a powerful it saves on soap and 
WARM rinse selector. wash and rinse water. clothes need no ironing. stream of water. detergent, too. 
PLUS .. . Space-saving 33” width e Built-in water heater e 5-temp drying selector e Bleach and bluing dispenser *Tmk. 


e 10-lb. capacity e Decorator colors e And many more. 


RCA WHIRLPOOL . . . America's first family of home appliances Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
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Get the full story today from your RCA WHIRLPOOL DISTRIBUTOR! 
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shielded from radiant heat or ele- spit with adjustable meat skewers 
new products ment so that it measures room and detachable handle; folding 
temperature, not heater tempera spit supports, slide-out drip tray 
ture; shuts off heater when pre-set and detachable drip cup; weighs 10 
heat level is reached; completely bs; small motor lifts off for easy 
automatic. Edwin L. Wiegand Co., cooking. Party-Q Corp., 601 W 
7500 Thomas Blvd., Pittsburgh 8, 26th St.. New York 1, N. Y. 
Pa 





lsea HVB attic fan Chromalox heater CB-15 


Chelsea Attic Fan Chromalox Heater i 
Columbia Range-top rotisserie No. 40 

{ patented spring mounting that Chromalox circulating air elec- Daw: ike 2 Ms 
gives q let operation is the out- tric heater type CB, designed espe- Columbia Rotisserie Lawn-Boy 19-in. Quietflite 
standing feature of the DeLuxe cially to fit room where space is 
HVB attic fan announced by Chel- limited; chrome finish, this com- The Columbia range top rotis Lawn-Boy 1959 
sea; it floats on springs, isolating pact, slimline heater is built into serie No. 40, introduces a new con Mowers 
fan from ceiling or wall to absorb wall; extends out less than %-in.; cept in barbecuing in kitchen; easy 
noise and vibration; expels hot air flush mounting requires no floor to use; heats instantly; keeps meat Lawn-Boy heads its 1959 line of 
and pulls in fresh air; no new or space; small size, 12x14 in. fits into warm indefinitely without over- 9 rotary power mowers with a1 
special wiring required smallest bath, nursery, kitchen, cooking or drying; requires only aluminum and £ =*(fiberglas'§ 19-in. 

Other features include steel workshop or basement; available l. to % in. flame of 1-burner leav “Quietflite” that features “bottled 
welded construction; ball bearing for 120 and 240 volts and 750 or ing other burners for other cook sound” principles used in Evinrude 
fan and motor; delivered in com- 1500 watts; safety features include ing; plugs into any 115-volt a.c. and Johnson outboard motors. Qui 
plete package assembled with mo- closely spaced louvered grill; low outlet stores in pan compartment etflite’s engine is floated on 3 rub 
tor, cut-off switch. Chelsea Fan & speed fan does not cause radio or of any gas range; unit consists of ber shock mounts that isolate vi- 
Blower Co., Plainfield, N. J. [TV interference; thermostat is frame, detachable motor, chrome bration; engine is sealed in insu 


NEWEST, LOWEST-COST 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! _ 
- TT < * 
Use of trademarks i and RCA authorized by trademark owner Radio Corporation of America AVAILABLE IN GAS OR ELECTRIC MODELS 
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lated Fiberglas sound trap bonnet; 
another feature is the elimination 
of crankshaft bending and crank- 
case damage; “blade stop” pre- 
vents shocks and impacts from 
damaging the crankshaft and 
crankcase—this under-housing de- 
vice is anchored to housing on 
each end: when blade strikes ob- 
ject, the force is conducted to ends 
of “blade stop”; individual wheel 
height selector provides 5 cutting 
levels from 1 to 3 in.; spring-load- 
ed selector on each wheel; special 
shroud design permits flow of cool- 
ing air to enter bonnet and circu- 
late around enclosed power head; 
blade guide permits straight-line 
cutting; side-trim slot permits 
trimming close to walls; 1% qt. 
fuel tank separated from engine. 

Balance of line includes self-pro- 
pelled 21- and 18-in. Automower; 
manually operated 21- and 18-in. 
Deluxe; 21- and 18-in. Special; 18- 
in. Economy and 18-in. Electric; 
plus Loafer tractor. 

Self-propelled Automower has 
fingertip control handle that is 
self-propelling when handle is 
flipped forward; returns to manual 
with forward motor; for free- 
wheeling, handle snaps back, can 
be locked into position. 

Deluxe 21 and 18-in. models have 
all Automower features except 
self-propelling; such as on-off igni- 


tion; snap-off, safety lock handle 
for flush-to-wall storage; special 
body design. Deluxe model and Au- 
tomower have a Lawn-Boy 2'% 
h.p. engine; Special has a 2 h.p. 
engine; Economy with  1-piece 
housing has a 1.85 h.p. Lawnboy- 
engine; 18-in. electric has a \%4 h.p 
Packard motor. 


Loafer Tractor 

Loafer, 4-wheel tractor has 4-in. 
wide pneumatic tires, rear engine 
placement, low center of gravity 
design; 4 forward speeds, neutral 
and reverse; designed to push 
Lawn-Boy and other rotary powe1 
mowers, has speeds up to 4 mph; 
rear draw bar enables 2% h.p. unit 
to pull wheeled garden, yard, in- 
dustrial equipment such as pallets, 
utility wagons, spreaders, rollers, 
seeders etc. Features rider comfort 
with adjustable, formfitting seat, 
easy-access transmission fille 
tube, cross-bar stabilizing spring; 
weighs approximately 100 lbs.; en- 
gine easy to remove or replace; 
optional gardening equipment 
available for Loafer includes sin- 
gle and triple 21-in. reel mowers 
and a 24 x 18 in. “level-n-fill” 
blade. 

Prices, Quietflite, $114.50; other 
power mowers from $58.88 to 
$134.50; Loafer, $169.95. Lawn- 
Boy, Lamar, Mo. 


7% ” 


Choremaster 22-in. rotary power mower 


Choremaster 1959 
Mower Line 


The 1959 line of 12 Choremaster 
rotary power mowers, made by 
Yuba, ranges from 18-in. free 
wheeling, 2 h.p., 2 cycle engine 
style to a 22-in. power propelled 
model with a 4-cycle, 3-h.p. motor. 

Top models feature swept back 
design; ground-hugging, offset 
wheel design with 4-Equapoise 
wheels that give close trim and 
prevent scalping; stand-up handle 
with centralized location of all con- 
trols including Dial-a-season cut- 
ting height adjustment that pro- 
vides 4 cutting heights 1-to-3 in.; 
in control center the recoil starter 
handle, a fingertip engine control 
are mounted at top of guide han- 


with the RCA WHIRLPOOL brand name...one 
demonstration convinces you it has more top quality 





Wrinkle-free 
drying... 

gives you a terrific selling 
edge! During the last 10 
minutes of operation 
there is a special cooling- 
fluffing period for 
wrinkle-free drying of 
Wash ’n Wear fabrics. 
Even regular fabrics dry 
more smoothly . . . many 
need no ironing at all! 
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dles; lever operates choke, slow, 
fast and stop touch of lever; fric- 
tion drive supplies power to front 
of rear wheels, providing better 
contact between drive rollers and 
wheels resulting in more propel 
ling power and less. slippage; 
knurled drive rollers grip rear 
wheels to pull entire mower for- 
ward. 

Improved semi-circular Safe-T- 
Guard; covers whirling blade at 
rear; stand-up guide handles lock 
into best angle for mowing and 
can be clocked into upright posi- 
tion for storage. These new fea- 
tures are in all the next-to-top 22 
and 19-in. deluxe free wheeling 
models. 

Intermediate 22 and 19-in. spe- 
cial free wheeling models feature 
Equapoise wheel, advanced styling 
and color; 19-in. economy free 
wheeling style with 2-cycle engine 
also features Equapoise wheels 
and advanced styling. 

Six “Trimmer” rotary mowers, 
consisting of a 21-in. aluminum 
power propelled model and a 21-in. 
aluminum free wheeling; a 20-in. 
steel power propelled and a 20-in. 
steel free wheeling; 2-18’s, one alu- 
minum and one steel, both free 
wheeling; and an 18-in. 2-cycle 
steel free wheeling, feature Safe- 
T-Guard; recessed wheels; snap-on 


handles; 4 top models have 2.75 


T SWRINKLE-FREE DRYER 


features at a lower price than any other 
dryer...it’s the profitable one to sell, now! 


Infinite 
heats... 


with 3 marked settings 
that assure the proper 
heat for every fabric 
Clothes dry more thor- 
oughly, evenly . . . softer, 
fluffier than ever, as the 
heat is tempered before 
it reaches the clothes and 
then circulated in a 
scientific pattern. 


2 poi Whirlpool DISTRIBUTOR 


RCA WHIRLPOOL . . . America’s first family of home appliances Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


_ 
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Choremaster (cont'd 


h.p. engines; one of the 18’s has a 


9 or } 9 


ip motor, the other a 2 hp, 





2-cycle style; all other engines are 
{-cycle. Safe-T-Guard optional on 
all but 18-in. economy free wheel- 





Choremaster 22-in. double duty tiller-mower 


Tillers and Tiller-mowers 

Choremaster also has a line of 
4 tillers and tiller-mower combi- 
nations: the 22-in. Double Duty 
tiller-mower in white and green 
has recoil starting handle located 
within easy reach on bracing cross- 
bar, clutch on left and engine con- 
trol on right, providing fingertip 
control for start, idle, run and 
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stop; can be converted to rotary 
mower in 30 secs; power from 3- 
hp engine to tiller or mower is 
transferred by direct drive vertical 
transmission, this cone clutch 
eliminates belts. 

Redesigned tiller tines of heat 
treated carbon steel have new 
curve on digging end that com- 
bined with thicker steel breaks 
ground in seconds to a depth of 
10-in. Mower attachment fea- 
tures Safe-T-Guard and Dial-A- 
Season cutting height adjustment. 

Attachments include extension 
tines to cut out weeds; furrower- 
hiller; edger or aerator. For small- 
er gardens and lawns, a 17-in. 
Town and Country combination is 
continued in line. 

Heavy duty 22-in. tiller has 
swept back styling, white and 
green finish; new controls and lo- 
cations plus new type tines; and 
new cone clutch direct drive. 

Commercial has direct drive, 
eliminating belts; basic tines work 
ground 11l-in. wide attachments in- 
clude furrower-hiller, edger, aera- 
tor and extension tines. 

Prices, from $139.95 for top-of- 


DOUBLE SALES APPEAL... the first 


line 22-in. Deluxe power propelled, 


to $64.95 for 19-in. 2-cycle free 
wheeling; from $139.95 for 21-in. 
power propelled “Trimmer” type 
to $49.95 for 18-in. 2-cycle steel 
free wheeling; Double Duty tiller- 
mower, $159.95. Yuba Power Prod- 
ucts, Inc., W. 8th at Evans St., 
Cincinnati 4, Ohio. 





Eversharp ‘‘Pinehurst’’ mower 


Eversharp 1959 
Mowers 


Eversharp 1959 line of power 
rotary, reel and riding mowers in- 
cludes the Ride-A-Mower. Entire 
line is restyled with shatterproof 


aluminum decks, lifetime warran 
ty against breakage in use; 5-yea1 
replacement warranties; features 
include streamlined hoods to pro 
tect from dirt and to reduce noise. 

“Pinehurst,” shown, _ self-pro- 
pelled rotary, available in 19 or 22 
in. sizes; 19-in. model is powered 
with a 4-cycle, 2% hp. B & S en- 
gine, has remote recoil starter, 
leaf mulcher, Tough-A-Matie cen- 
tralized controls; adjustable cut 
ting height from 1 to 3 in.; 22-in. 
model also available with a 110- 
volt electric starter. All models 
finished in persimmon and _ ivory 
Am-Roc_hi-baked primer’ and 
enamel, and are weather and oil 
resistant. 

Price, “Pinehurst”, 19-in., $114. 
50. Eversharp Lawn Mower Co., 
St. Louis, Mo. 


Brief 


Cord-N-Reel is the name of a 
new cord reel with a built-in out- 
let, suitable for outdoor appliances 
such as lawn mowers, hedge trim- 
mers, sprayers, as well as indoors 
for appliances, tools, sanders, pol- 
ishers, etc. Available in 25 and 50 
ft. lengths with 7 or 10 amps ca- 
pacity. Price, from $4.95 to $10.75. 
Racine Specialty Mfg. Co., Inc., 
1309 State St., Racine, Wis. 














with an ELECTRIC 





Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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first CANISTER-TYPE CLEANER 
RIG MOTOR-DRIVEN BRUSH! 


Only 





RCA WHIRLPOOL 









Goes where uprights can’t. 


powered nozzle glides under 
low furniture. 


HOME CLEANING SYSTEMS 








Caloric range No. 6P36DXRT 


Caloric Gas Ranges 


Caloric announces a line of 
‘Three” series gas ranges includ 
ing 36 and 20-in. models. 

The new line offers the 36-in. 


model in standard and deluxe ver- 


ions; 20-in. model in standard 
backguard variety only. 

Features’ include  squared-off 
ook styling; pushbutton electrical 
switches; 
width 


burner 


dripless main top; full- 


chrome handles; drop-in 


bowls; individual grates; 
pylon; 


affixed to 


brush chrome’ backguard 


silicone oven door seal 


main front. 


the 


Thermo-set 


Extras on 36-in. Deluxe in- 


clude burners; 


top 


roto-roaster rotisserie; backguard 


with clock 


and convenience outlet. 


Never before has such sales appeal been built into a home cleaner. Now... 
in one unit you have the powerful suction action and versatility found only 
inacanister-type PLUS... the rug cleaning ability of an upright’s motor- 
driven brush! Only with an RCA WHIRLPOOL can you offer your customers 
all the advantages of both types of cleaning systems in one unit. 
RCA WHIRLPOOL distributor TODAY. 





4” high, the motor- 


Americ 


a's first family of home appliances 
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Other regular features of 36-in. 
model include tri-set top burners 
with 12,000 Btu capacity; full-size 
porcelain enamel oven with round- 
ed corners; chrome oven racks of 
non-tilt design; smokeless hi-lo 
broiler that pulls all the way out; 
porcelain enamel storage compart- 
ment with shelf. 20-in. model 
has plain backguard and Thermo- 
set burners optional. Caloric Ap- 
pliance Corp., Topton, Pa. 





Kleenette and Kleecar vacuum brushes 


Kleenette and 
Kleecar 

Small as a regular hand brush 
(7% x 4x 4-in.) and weighing 24 
oz., Kleenette with a standard 110- 
volt plug is designed for brushing 
and cleaning clothes, draperies, up- 
holstered furniture. 

Kleecar, identical to Kleenette 
with a 12-volt motor and a cigar- 








Tool compartment is built-in. 
All attachments are stored 
under the cover...tools are 
always handy. 


See your 


lighter plug for use in autos. 

Both equipped with on-off 
switch; easily removed dust bag; 
red bristle plate of with 
medium hard bristles (soft or ex- 
tra hard bristle brushes optional); 
seal for fast all 
parts; nozzle fits same thread used 
by seal ring for getting into cracks, 
crevices etc. Kleenette has 13 ft. 
cord and white plastic case; Klee- 
car has 26-ft. cord and a blue case. 

Price, Kleenette, $14.95; Klee- 
car, $15.95. Lesa of America Trad- 
ing and Mfg. Corp., 11 W. 42nd 
St., New York 36, N. Y. 


plastic 


ring access to 





Exploded view of 58-D 


base kitchen cabinet; does not re- 
quire special wiring or insulation; 
cooking principle is combination of 
an electric element and ceramic re- 
fractory coals said to last a life- 
time; overall of 16in. wide, 
2014 in. deep; grill size 12 x 16 in., 


size 


and an electric rotisserie accessory 
will handle fowl or roasts up to 15 
or 16 lbs.; grill can be raised or 
lowered, and tilted to carry off ex- 
dripping; drip 
tray at bottom of unit; equipped 


easy-to-clean 


cess 





with variable heat control switch; 
jeweled signal light in chrome- 
finished frame; hardboard top 
cover fits flush with counter when 
unit is not in use; can be installed 
in conjunction with built-in range 
in kitchen or used separately in 
game room, den or basement. Stan- 
thony Corp., 5341 San Fernando Rd. 
W., Los Angeles 39, Calif. 


Stanthony barbecue broiler No. 58-D 


Stanthony 
Barbecue-Broiler 
Stanthony’s “electramic” 
barbecue-broiler 110- 
115 volts; of “Drop-in” type, it can 
be installed in any standard 18-in. 


new 


operates on 


AND, LOOK AT THESE TWO 
STEP-UP MODELS 





MIDDLE-MARKET 

VOLUME-SELLER 

The IMPERIAL model 

offers such features as... 

tool storage compartment, 

full 1-hp. motor, complete 
set of attachments. 


Operates in upright position. 
Makes cleaning of stairs and 
other hard-to-reach areas 
simple and easy. 


ADVERTISING LEADER 
The BAMBI model has the 


) 


zZ ih s new, low silhouette design, 
F ove cirme S ‘. 
“Cecrmyer™ full 1-hp. suction plus many 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan orbs aim found only in 
gher-priced models. 
Use of trademarks age and RCA authorized by trademark owner Radio Corporation of Ame 2 
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The leading two cabinet offer 
: : : 
in the stereo er AGGE 








-OML 


All the vivid realism and direction only 
possible with a two-unit stereophonic system 





ces slightly higher in West and South. 














SYLVAN Wa alc 


A completely compatible stereophonic sound system 


SYLVANIA Stereo Consolette Model 4312 with 4 Combined with compact stereo extension sound sys 
spe ed automatic record changer plays all standard 16, tem SC03, they produce the remarkable direction and 


45, and 78 RPM records. room-filling presence of new stereophonic disks! 


fe ow) @ Custom-designed for @ Separate ere 
Lou 4 Of all SYLVANIA stereo loudness controls 


consoles and portables 
halt ita @ Balanced full-range 8 am 
fh @ Ample 


audio cable and 4" speakers 


f . + 
Or piacement nan sae 
7 , @ Powerful 15-watt amplifier 
room ltocation 
ound enclosure Model SCO 


wa See the entire compatible SYLVANIA Stereo High- —e line jE RE ETB PLE 


COMING SOON! 


Your own exclusive SYLVANIA 


=, Sas, & stereo demonstration disk 
wa . il be packed in each unit—to be 
y Bie. Ss } | given to your customers. 


Sterco 
Stereo Portable 4419 tereo Portabl 16 Stereo Portable 4410 System Model SC0O3 


SRT EY a aR AY ‘ ATES ETS ALO Me OEE i ae SE OD LOE OE IPOD ORI LONE, EID ME OR LEI CR ALOE 
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MOST IMPORTANT HAIR DRYER ADVANCE 
SINCE THE HOOD! 


New 
Comb-Dryer 
Attachment 


New Air Circulating Hood 
















HOOD ‘N’ COMB HAIR DRYER 


drying on all areas of the head. Sets 
curls firmly. Pretty polka-dot fabric 
with velvet headband. 


NEW! Super-Powered, Super- 


Quiet, Super-Safe! Dries quickly, 
quietly,completely! Doesn’toverheat. 








NEW! Biggest package on the 
market! Hood, comb, hose, dryer... 
a complete Home Hairdressing 
Salon! Can be used 3 ways: with 
hood, with comb, or as a portable 
hand dryer. 


NEW! Exclusive Comb-Dryer! 


Blows warm air right through the 

comb. For damp-drying hair before 
a | setting pin curls...for naturally 
, curly hair...for children’s hair. 





Arthur Godfrey, America’s top 
salesman, to sell Ronson Hood ’N 
Comb on network TV. Also full- 
page, full-color ads in national mag- 
azines. Order now! 





1 suggested 
NEW! air Circulating Hood! #35101 Blush Pink os pers 
Durable, comfortable. Rubberized #35102 Pacific Blue $4995 

hood is pre-formed, permitting even #35103 Desert Yellow 


\ RONSON MAKER OF THE WORLD'S GREATEST LIGHTERS, ELECTRIC SHAVERS AND HAIR DRYERS 
k 
e 
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New Products 


Hotstream Water Heater 


Hotstream Water 
Heaters 


Hotstream automatic water 
heaters are available in stonelined, 
galvanized and glass lined models, 
in round, undereountér and table 
top sizes. Features include water 
spreader that teduces.the velocity 
of incoming cold *water and dis- 
tributes to avoid @hilling,tempera- 
ture drops; adjustable Thetm-o- 
dise thermostat of snap-action 
type mounted jabove #lement to 
provide water ‘up té.180 degs. F; 
Chromalox immersion element; fi- 
berglas insulation; baked® efamel 
white and modern style tolor com- 
bination. 

Wattages average from 1000 to 
3000 watts in single elements; 
from 600 lower and 1000 upper to 
1500 lower and 2500 upper in twin 
elements. The Hotstream Heater 
Co., Cleveland 4, Ohio. 





Humi-Zon humidifier 


Humi-Zon Humidifier 


Humi-Zon portable room humid- 


ifier overcome lry air-condition 


by “pumping” invisible moisture 
nto heated room air; Humi-Zon 
uses only ordinary water; draws 
room air throtrrh a removable, 
washable filter, removes dirt and 
impurities; within the 12 x 8 x 6 
high-impact plastic cabinet, air is 
washed and foreed through a sys- 
tem of special baffles, humidifier 
and re-circulated through the 
room, now vitalized and safe for 
breathing; weighs 514 lbs.; fits on 
any shelf or table; turquoise or 
ivory case with goldtone shadow- 
box trim. 
Price, $24.95 
Landsale, Pa. 


Safeguard Corp., 


a 
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YES jit cae 


® Electranic Organ hea 










e 4-speed STEREO DRGABETaph 
e True HI-FI STEREO sound system 
e AM-FM tuner inputs 


. ay 


os 310) | oe 


NO 
TEACHERS 
NEEDED! 


ee # 


IN TEACHER!" 








NO 
SPECIAL 
SALESMEN! 


a 


> 2 





FULL PROFIT MARGIN! 
NO DISCOUNT HOUSE COMPETITION! 
FAIR TRADED AT $899.50! 


A THOMAS EXCLUSIVE! The new Thomas Organ 
STEREO HI-FI Combination is the only instrument to 
combine.g fine organ with the hottest thing in home 
entertainmearSTEREO SQig ur profits are pro- 
tected by Thomas’ closely-hel 
a Thomas dealer, you have neepgi 
at full retail! 4 ‘tee Par 


CASH IN NOW OM THE TWO BIG TRENDS IN HOME 
ENTERTA om Bie tc and, Opgan=jn One *‘Self- 














Selling” The exclusive new I hamas “Organ 
and Hi-Fi , pinatisn is aes #s4les natural” for today’s 
market. 


“- 


E regi. sdles Mave multiplied 7-times 
es Bye multip 


THE ORGAN: Two-keyboard versatility, thanks to exelu- 
sive Solo Control. Exclusive Dial-A-Tone Controls for a 
wide range of effects. Continuously Variable Vibrato. 
Variable Bass Control. Full 13-note, 16-foot pitch pedal 
bass. Full 4-octave keyboard. Expression pedal 


THE STEREO PHONOGRAPH: 4-speed automatic changer, 
with dual needles (diamond LP and sapphire for 78s) in 
ceramic cartridge, plays stereo and monaural discs. Se- 


lector switch permits playing organ along with recording. 


LOADED WITP SELLING FEATURES! 






OCTOBER, 


in the past 5 years, and you know how Stereo Hi-Fi is 
skyrocketing! 


IN THE DYNAMIC HOME ORGAN BUSINESS, THOMAS HAS 
JUMPED TO NO. 2 IN JUST 2 YEARS! Reasons: Thomas 
builds consumer demand into every organ. Because of our 
exclusive patented circuits, we can price them well under 
comparable instruments. And—the organ Hi-Fi combina- 
tion is only offered by Thomas! 


Franchises are still available in some localities. If you are 
able to promote and merchandise this product, we may be 
able to offer you the hottest deal in home entertainment 
today ! 


DUAL CHANNEL PREAMP-AMPLIFIER SYSTEM: Each of 
the two 20-watt peak power amplifiers has 3 speakers— 
10” bass, 6” mid-range, 5” tweeter—with crossover net- 
works. Dual amplifiers give full frequency response from 
30 to 15,000 cycles. 


INPUT-OUTPUT JACKS: Provision for both monaural and 
stereo external input from AM-FM tuners or tape deck. 
Output for additional speakers. Monaural and binaural 
earphone jack. 
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N|SELL ORGANS! 


ER 


» Hi-Fi is 
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sover net- 
onse from 


aural and 
ape deck. 
1 binaural 


ING 











itself! 


BIG NATIONAL ADVERT#S fe, 
FULL CO-OP ADVERTISING ALLOWANCES WITH 
AMERICA’S. FASTEST-GROWING LINE! 


OVERTURE — 


CALL, WRITE, WIRE FOR FRANCHISE INFORMATION! PowerDrive .“¥: 


DAY MUSIC COMPANY 
Wholesale Organ Division 
808 S. E. Morrison 
Portland, Ore 

BEImont 4-0355 

D&H DISTRIBUTING 
COMPANY, INC 

2025 Worcester St 
Baltimore 30, Md 
SAratoga 7-5100 
ELECTRONIC ORGAN 
DISTRIBUTORS 

2433 E. Seven Mile Road 
Detroit 34, Mich 

TW 1.3200 
FOSTER-SILVEY C( 

47 Irby Ave., N. W 
Atlanta 5, Ga 

CEdar 3-3817 

G.F.0. DISTRIBUTING 
COMPANY. ING 

1143 Santee Street 

Los Angeles 15, Calif 
Richmond 7-7201 
GENERAL APPLIANCE C 
1101 Harney St 
Omaha 8, Nebraska 

WE 4620 


HOLLANDER & COMPANY 


3900 West Pine Bivd 
St. Louis, Mc 
Live 2-390 


ELECTRICAL MERCHANDISING—OCTOBER, 1958 





NO STUDIO NEEDED! NO TEACHER PROB- 
LEMS! The exclusive Thomas record album 
of organ instruction is the easiest way of 
learning the organ yet devised. Customers can 
put the lesson record on the built-in 
phonograph—play the organ from the first 
night! A full year’s course (48 lessons) on 
4 LP records. In gold and white embossed 
leatherette album. Advertised at $50, it’s 
yours at low factory cost as the perfect 
“clincher” to a full profit $899.50 sale! 


SELLS ITSELF! “BUILT-IN SALESMAN” DE- 
MONSTRATES, SELLS FOR YOU! Just put the 
special self-selling record on the built-in 
phonograph. Customers get a full demonstra- 
tion of both phonograph and organ. It’s true 
hi-fi reproduction—and it’s automatic! The 
new Thomas HI-FI Combination will sell 





Lowest-priced 


two-manual on the 


market! List $895 


LONE STAR 
WHOLESALERS, INC 
8000 Ambassador Row 
Dallas, Texas 
Fleetwood 7-1885 
LONE STAR 
WHOLESALERS, INC. 
411 N. Medina St 

San Antonio, Texas 
CApitol 6-2247 


MUSICOACH OF ARIZONA 


5 No. Fifth Street 
Phoenix, Arizona 
CRestwood 4-3483 

N. C. TEAKLE 
COMPANY, INC. 
3242 Telegraph Ave. 
Jakland, Calif 

1701 


54 Canal Street 

New York 2, N 
WAlker 5-2407 
PEIRCE-PHELPS, INC 
2000 No. 59th St 
Philadelphia 31, Pa 
;Reenwood 7-9000 
RADIO EQUIPMENT 
COMPANY 

1500 Stadium Drive 
Indianapolis, Ind 
MElrose 5-6453 








OL 8 7 
NEW YORK ORGAN As oe 
DISTRIBUTORS, INC. ~ 

Y 


New Products 





















DETROIT’S HOT’N’KOLD 
STORES SELL 30 THOMAS 
ORGANS IN FIRST WEEK! 


Hot ’N’ Kold never handled organs before. Took on 
the Thomas line as an experiment to test organs as a 
new source of profit. Within a week, 30 units had been 
sold. Within a month, 72 units moved off the floors— 
at full retail! : 






Sunaire gas dryer G9200 





















Sun-Aire Dryers 

Two new Sun-Aire gas dryers 
are announced by Stiglitz. Model 
G-9200 is designed as a companion 
for the 1959 G-E washer; and 
model F-5900, to harmonize with 
the Frigidaire washer; Drying 
time for ‘average loads has been 
reduced to 35-min.; dryer drum 
of welded steel provides solid tum- 









Hot ’N’ Kold has quickly followed up with a big re- 
*_ order of each of the Thomas line of organs. 
































- 


” CAMPAIGN ~ 


’ ENS 
$ ~ 



























CHORD ORGAN — 


Has many, many More chords ...more 





- 


Sunaire gas dryep F5900 


features not found on keyboard...and 


organs costing much easiest of all to play! 





. a . 
more! List $695. List $795. bling surface “with no perfora- 
A tions to weag or shred fabrics; 
ee main burner jhas lifetime guaran- 
; - tee; 2 controls-on fluorescent dight- 
* }.ed splash panel; ultra-vielet sun 
ps CHORALE — CONCERTO— 


lamp inside# provides *Sun-Aire 
drying; doorswitch. and latch 
stops drum and turns off heat 
when door is. opened. 

America’s fastest-selling, Price, $289.95. Stiglitz Corp., 
high-quality home 2007 Portland Ave., Louisville 3, 
organ. List $1195! Kentucky. 


New! First transistor Percussion. Pre-sets ! 
organ under $1,000! 
Couplers! Percussion! 


List $999.50 





Black & Decker 


Weighing only 3% lbs; the B’& 


RETAILERS SERVICE VANGUARD WM. F. WINSTROM IN CANADA: D er drive iuilt ba B&D 
CORPORATION DISTRIBUTORS, INC ORGAN SALES MERCURY IMPORTING power drive is built by a B & 
Box 96 1262 E. 38th St 1825 S. Shore Drive 


& DISTRIBUTING CO 

376 Niagara Street 

Winnipeg 9, Manitoba, Canada 
GLobe 2-8311 


 Sspunio=ieniententeteatentententententententetetententen 


R 
Chomas ORGAN CO., 


Division of Pacific-Mercury Corporation, 


motor to deliver % hp; thé #Handy- 
man’s tool, for long, continuous 
operations such as trimming. 
hedges, polishing cars, finishing 
sanding; sawing, drilling or gscreW- 
driving. Can be integrally affixed 
to any major B & D % in. drill at- 
tachment for 1-hand operation; its - 
capacity with attachments are 
sawing, wood borings Th. apm, 
screw. driving; finish,..sanding; 
hedge-trimming; ~ floor’ ‘polishing, 


Holland, Mich 
EDgewater 5-5492 


Ojai, California Cleveland, Ohio 
Milton 6-1869 EX 1-1800 


ROTH APPLIANCE 
DISTRIBUTORS, INC 
647 W. Virginia St. 
Milwaukee 4, Wis 
BRoadway 1-1111 


SUPERIOR 
DISTRIBUTING CO 
1601 Baltimore Aye 
Kansas City 8, Mo 
Victor 2-0151 


THE ROYCRAFT CO. 
1625 Hennepin Aye 


Minnea otThin 
FE dera eee! 


8386 Hayvenhurst Avenue, Sepulveda, California 


Rush complete details on a Thomas franchise! 








THE SAMPSON CO Name : can 3 

2244 So. Western Ave buffing, paint mixigg, wire brush- 

Virginia 7-6363 ing, grinding eta; wer Driver in- 
eer ‘ 

TEMPO ELECTRONICS cludes a~% in. geared drifl chuck 

1520 Wazee St Addressi..-—-- and detachable sidgtiandle. 

enver 0 

DUdley 8.2921. “> Price, $26.95. Black & Deck- 

UNITED BYSTRIBUTORS er Mfg. Co., Tow@on 4, Maryland. 

509 Carrolton s 

New Orleans, La. ° 

GAlvez 1147 City Zone State I 
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The right ''Fabric Formula’ for wonder products by adding 
the correct amount to wash and rinse at right time! 


You can prove by actual demonstra- 
tion how Norge rejuvenates clothes! 


Cleaner with TIDE. Reserve Clean- NORG E 
ing Power assures cleanest clean MATCHING 
under the sun! 

LAUNDRY PAIR 
Whiter with BEADS-o’'-BLEACH. U 
Powerful, dry chlorine bleach gets Norge ‘Fabric For- 


even dingy shirts extra white! mula” Dryer is also 
loaded with demonstra- 
Brighter with favorite WATER tion dynamite... Fabric 


CONDITIONER. Soft-water super Guide, 4-way drying, 4 
rinse means no more yellow. ..no heats, automatic 


more gray! WRINKLE-OUT, 3- 


ition Hamper-Dor. 
Softer with STA-PUF. Restoreslux- °° i 
urious like-new fluffiness to all wash- Model AWW-502 Washer & DG-500 Dryer 


matted fabrics. 
a, rs 
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5-YEAR PROGRAM of feature development... 


DISPENSOMAT WASHER 


WONDER PRODUCTS...AUTOMATICALLY® 
Sen 


The right ‘Fabric Formula”’ for Washing 
Action With Follow-the-Dot Simplicity! 


Customer just dials fabric she’s washing 
and points knobs at dots. In seconds she 
gets right wash spe 1 
cycle, water temperature, automatically... 




















Plus: New Lint Filter teams up with over- 

















COMBINATION 
WASHER and DRYER 


First combination ever 
designed to handle every 
type fabric...every size 
load! 

© Exclusive 2-cycle washing 
© 3 water temperatures 


© 5 separate rinsing actions 


© Washes in just 29 minutes 
© Operated by 3 dials 


© Can be pre-set for WASH 
ONLY or DRY ONLY 


® No outside vent needed 











OADED WITH 
oats CALEC CLINCHING 


Exclusives ! 


© 5 different drying cycles 














Call your NORGE Distributor Right Now! 


NORGE Creative Engineering for Sales 


dise Mart Plata, Chicago 54, Illinois. 
R, 1958 
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Cenada: Addison's Lid., Toronto. Export Sales, Borg-Warner International, Chicago 3, Ulinois 
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easy way 


to make pipe con 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


Model CT—with flared j 
for copper tubing 


Model 8T— 
for pipe connections 


SADDLE TE 


ing pipe connections. No pi 


SKINNER-SEAL 


threading. Only one bolt to tighten. 


Quick, easy. Cuts cost. For in 
ers, driers, gas refrigerat 


etc. Write for circular 


Approved by Underwriters’ Laboratories, Inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, 









—SELL HUMIDITY 
Health and Comfort | 





® 
PORTABLE HUMIDIFIER 


Here’s a great profit opportunity! Sell the Aprilaire 
Portable Humidifier—and you sell proper relative hu- 
midity—with a vast market of customers searching for 
relief from the discomfort and damaging, unhealthy 
effects of too-dry winter heating. High capacity (up to 
4.3 Ibs. of water per hour)...push-button control...a 
heater and fan, too. An extra sales feature—removal of 
70 % of the bacteria in the air stream circulating through 
the Aprilaire. Write for the profit story 


ESEARCH PRODUCTS Corporalion 


Dept. 99, Madison 10, Wisconsin 


(wt De -BR s 


FAMOUS 







nections 


DRIERS, 


STEAM IRON 
CLEANER 


REJUVENATES 
SLUGGISH IRONS 


oint 





STEAM IRON ‘ 
CLEANER 


SELLS ON SIGHT! 


@ Ends sputtering 


@ Cleans 
INSIDE iron 


mates ste” 


+ remove i 


Perfect for 

VAPORIZERS 
B steruizers , i 

KETTLES, TOO! Retail $1.00 


ihanaaietitaadiindicadli 
, TESTED & RECOMMENDED } 
( 


E—for mak- 


pe cutting or 


by Steam Iron Manufacturers 


i Used & ¢ ‘ e s€ ‘ i 


stalling wash- 





ors, heaters, 


sold 
e Dept. EM 4 


IN CANADA 


Ltd., Paris, Ont 


FAST CHEMICAL PRODUCTS CORP. 
20 Gunther Ave., Yonkers, N. Y. 


Order from your jobber, 


McGillivray Chen i) 









INDIANA 


new products 


a 


Meier Tandem heater No. 500 


Meier Heater 

Meier Tandem, a 
convection perimeter 
for low 
tion and simple installation has a 


plug-in type 
de- 


consump- 


heater 
signed wattage 
thermostat section or a starter sec- 
needed for 
perimeter of room) and inside cor- 
ner current connection 
to unit is made through thermostat 
or starter section; all subsequent 


tion (as many as are 


sections; 


sections plug into each other as 
they are-affixed to wall; watter re- 
quirements are 143 watts per ft.; 
thermostat maintains floor tem- 
perature at 2 degs. differential; com- 
pletely wired at factory. Meier 
Electric & Machine Co., Inc., 3525 
E. Washington St., Indianapolis 7, 
Ind. 
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Tricolator “Sweet 16’ Party-Perk 


Tricolator 
Coffeemakers 


Tricolator “Sweet 16” Party-Perk 
(4 to 16 cups) and “Copperama” 
Party-Perk (8 to 24 cups) are de- 
signed in aluminum with copper- 
tone contrasting; for buffet, rum- 
pus room, outdoor patio or bar- 
becue. 

Price, “Sweet 16”, $24.95; “Cop- 
perama”, $29.95. Tricolator Mfg. 
Co., 321 Jeliff Ave., Newark 8, 
N. J. 


Briefs 
N.E.M. “Lawnsweep” picks up 
grass clippings, leaves, twigs, 


gravel, debirs, even light snow; 
features include easy-grip handle 
of tubular steel; heavy duty can- 
vas bumper; holds 7 bu.; adjusta- 
ble sweeping height; rubber tires; 


steel frame; galvanized bumper 
tray; baked enamel finish. Na- 
tional Engineering and Manufac- 


turing Co., Sedalia, Missouri. 
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A portable carrying case holding 
all equipment necessary to wash 
and wring clothes is announced as 
an accessory package to the AMI 
portable washer. Packed in a white 
Fiberglas 18-in. square and 
9 in. deep are the AMI washer, a 
12-in. wringer and a drain 
Top lifts off and becomes washing, 


case, 
hose. 


tub. Washer alone, $59.95; complete 


laundry, $89.95. AMI Grand 


Rapids, Mich. 


Inc., 





brush 


A lightweight 
rug cleaning attachment for tank 
and canister-type vacuum cleaners 


rotating 


is announced by Preco Inc., Los 
Angeles. The power brush is an at- 
tachment that converts. suction 
type cleaner into a rotating brush 
cleaner; picks up thread, hairs, 
lint, brings embedded dirt to sur- 
face; operates on air power; slips 
on extension wand; built-in 
tinuous bumper prevents marring 
furniture. Horsehair brush “floats” 
and automatically levels itself to 
height of nap; double-action swiv- 
el; no wires, cords; air turbine 
cleans itself by centrifugal force 
and suction. Price, $19.95. Power 
Brush Div., Preco Inc., 6300 E. 
Slauson Ave., Angeles 22, 
Calif. 


con- 


Los 


Ka-Nine Kasle, an electrically 
heated doghouse, maintains a tem- 
perature of 65 degs. even in sub- 
zero weather. Marketed by Meier 


Electric & Machine Co., Inc., In- 
dianapolis; insulated with Fiber- 
glas; G-E weather-sealed Calrod 


is thermostatically controlled; 
weighted canvas door, designed to 
provide proper fresh air ventila- 
tion; accommodates average size 
dog, 30-in. high 29% in. long, 24 
in. wide; green with silver 
Price, $39.95. 


root 
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NEM Humidifier 


This automatic humidifier mois- 
tens, filters, washes air automa- 
tically, features a 40-watt, 110- 
volt a.c. motor; automatic humidi- 
stat to maintain desired humidity; 
water-level indicator guide for fill- 
ing; 6-gal. reservoir with drain to 
provide 24 hrs. moisture supply; 
adjustable air control louvers pro- 
vide full control of air for maxi- 
mum distribution; aspenwood fil- 
ters constantly clean air; 2-tone 
epon finish; weight 40 lbs.; 22 in. 
high and wide, 11 in. deep. 

Price, $59.95. National Engi- 
neering & Mfg. Co., 16th & Lamine 
Sts., Sedalia, Mo. 





Meier ‘Nassau’ Heater 


Meier Heater 

Portable, forced air electric 
heater, Nassau is available in 2000, 
3000 and 4800 watts, 240 volts; 
equipped with 3-wire grounded po- 
larized plug and cord; 2-wire po- 
larized plug can be furnished on 
special order. 

Designed for use in cabins, base- 
ments, general home use, garages, 
offices, workshops etc.; weighs 15 
lbs.; air is fan-forced through 
Nickel chrome elements; thermo- 
statically controlled for even room 
temperature; tip-over safety fea- 
ture; temperature range of ther- 
mostat from 35 to 100 degs. F; 
grille will not burn; made of 22 
gauge steel with die cast alumi- 
num handle; satin accents. 

Price, 4800-watt unit, $49.95. 
Heater Div., Meier Electric & 
Machine Co., Inc., 3525 E. Wash- 
ington, Indianapolis 7, Ind. 





Thermador fan heater DRA-161 


Thermador 
Fan-Heater 


Thermador’s portable radiant- 
fan heater has 2-stage, pushbutton 
heat control for “HI” (1650 watts) 
and “LO” (1320 watts) turns off 
by depressing “off” button; ther- 
mostat control keeps room auto- 
matically at any desired tempera- 
ture; case specially designed to 
never become too hot to touch; red 
neon indicator glows when heater 
is on; tip-over switch in bottom 
automatically turns heater off if 
tipped; safety base and mesh 
grille; weighs 91% lbs.; gray baked 
enamel finish, 

A companion heater, RA-161 
has similar features without neon 
indicator or pushbutton Hi-Lo con- 
trols. 

Price, DRA-161, $34.95; RA-161, 
$29.95. Thermador Electric Mfg. 
Co., 5119 District Blvd., Los An- 
geles 22, Calif. 


a" 





Cavalier baseboard heater 


Cavalier Baseboard 
Heater 

Fully enclosed tubular steel ele- 
ment, similar to type used in elec- 
tric ranges, provides uniform heat; 
welded continuously to tubular 
steel sheath is a vertical fin which 
radiates heat without creating 
dust traps; available in 32 or 48-in. 
sections; 115-volt convenience out- 
lets; thermostatic control sections; 
corner pieces and end caps; ther- 
mostatic control sections can be 
built into baseboard lineup, and 
any desired number of 115-volt 
outlets may be used. Surface tem- 
perature never exceeds 125 deg. F. 
yet output is 200 watts per lineal 
foot. Electric Heating Div., Cava- 
lier Corp., Chattanooga 2, Tenn. 
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sad adventures of “OFFIE BRAND” the serviceman 
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don’t stretch your luck with ‘‘cheap”’ parts 


ALWAYS USE F.S.P. 


Factory Specification Parts 
perform as promised, protecting 
your service reputation 


Precision made to the same high 
quality specifications as the original 
part, “FSP” replacement parts fit 
right and work right in RCA WHIRLPOOL 
appliances. For example, replacement 
belts will not stretch... norslip... 
under normal use. The high-grade 
rubber compound, covered with oil- 
resistant Neoprene, lasts longer. . 
over 500 hours of operation. Why 
gamble? Whenever you need any re- 
— pert be sure to ry * enki real, but it can lack the high 
See your RCA WHIRLPOOL distributor quality of the genuine 
or authorized parts jobber. “FSP” belt on the left. 


FSP 


Factory Specification Parts for 


RA) Whirlpool APPLIANCES 


meet the toughest specifications in the industry 





THEY LOOK ALIKE... BUT 
CAN BE SO DIFFERENT! 


The imitation (right) looks 





Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 





d RCA authorized by trademark owner Ro 
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Fabulous Hi-Fidelity Traffic 


Hl 


MBIA pxonoceaPy 


THIS VALUABLE 5-RECORD SET OF NEW COLUMBIA 
STEREO FIDELITY RELEASES FOR YOU TO MAKE AVAILABLE 
|} ~TO CUSTOMERS WHO BUY ANY NEW COLUMBIA 
STEREOPHONIC CONSOLE PHONOGRAPH! 


EXCITING NEWS FROM COLUMBIA YOU'LL DO A BRISK BUSINESS IN 
—WHERE STEREO STARTED! COLUMBIA STEREO... 








For a limited time only, Columbia distributor Once customers have come in to experience 
can supply you with a great new album of five listening in the Center of Sound! To make sure 
12-inch Columbia Stereo Fidelity records, for they do come in, Columbia has planned a Vast 
you to make available to purchasers of any advertising and merchandising program on both 
Stereo Fidelity console. This exciting library of national and local levels! 


great Stereo Fidelity albums—a $31.50 reta PS ; 
tetas eet cae Fu full-color ads in LIFE, LOOK, THE 
1 OF in OlumDIla al 


Mitch Miller. the Flearta. Ray Conall NEW YORKER, SUNSET, and an exclusively 


‘olum|} \ ra7 » Supr nent in T “NE 
Johnny Mathis, and Andre Kostelanetz, all re- sacmaar Cuan wether ae ag stack 
OR MES, featuring the fabulous “Center 
produced in glorious ( olumbia Stereo Fidelit ’ _ 7 y it ring the fab ) Center 
: } | ' of Sound” theme! 
Set yur distributor for full details 
Local ad mats ready and w ulting at every daily 


mee | COLUMBIA HAS ALL THE FEATURES“ tov*t = ti fon bin marke 
OF GREAT STEREO! sting rio and TY commerce 


Easy-to-assemble counter displays, and dealer 
] j | —_— 
| sale uds lor Maximum impact In a minimum 
@ Equipped with dual-channel amplifiers, 
requiring only an additional speaker for 
full stereophonic reproduction. Columbia 
] 


j thar ] 
1uai-cnanne 


phonographs are priced com- 
petitively with single channel phonographs! 
@ Featuring Columbia’s remarkable BAL- 
ANCED LISTENING control, for per- 


fectly proport ioned stereo! 


@ Equipped with the revolutionary C-D 
Constant Displacement) Stereophonic 
Cartridge for the finest stereo reproduction! 


@ Superbly styled cabinets, by such notable 
designers as Paul McCobb and Peter Quay 
LES and LARRY ELGART Yang, available in a choice of fine, hand- 
rubbed finishes. PLUS new traditional and 
provincial models in the line for 1959! 








@ Liberal National Service policy on 1959 
models includes 90-day warranty on parts 
and labor! 


@ Auxiliary speaker line and stereo conver- 
sion kits available. 


@ Free Stereo Primer for your customers. 
Tells all about stereophonic sound: how 
it works, what it is—lots of useful informa- 
tion. (To order, see coupon on right. 





MODEL 637. Complete stereophonic high-fidelity console 
phonograph, with two remote speakers in matching 
facturer that concentrates solely on phono- shelf-type cabinets. BALANCED LISTENING control 


@ Columbia is the only major “‘sound”’ manu- 





i f . i 4 Three speakers. Columbia C-D Stereophonic Cartridge 
graphs and records. That’s why customers with diamond stylus. Dual-channel amplifier with com- 


RAY CONNIFF know that Columbia is “The Greatest bined peak power output of 20 watts. $299.95* 
JOHNNY MATHIS Name in Sound!” e 
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ure MODEL 642. Stereophonic high-fidelity phonograph, BALANCED 

ast LISTENING contfol. Columbia C-D Stereophonic Cartridge. Three 
peakers. Dual-channel amplifier with combined peak power output 

oth of 9 watts. $179.95°* 

HE 

ely 

OW 








MODEL 

graph 

C-D 
pl 


680. Complete stereophonic high-fidelity twin-console phono- 
BALANCED LISTENING control. Six speakers. Columbia 
Stereophonic Cartridge with diamond stylus. Dual-channel 
fier with combined peak power output of 40 watts. A sure-fire 


s-eye in your Center of Sound. $379.95* 











MODEL 672. Stereophonic high-fidelity console phono- 


graph. BALANCED LISTENING control. Columbia 
ynsole C-D Stereophonic Cartridge. Three speakers. Dual- 
tching channel amplifier with combined peak power output of 
yntrol 8 watts. $199.95" 
tridge 
| come- 


HIGH-FIDELITY PHONOGRAPHS BY 


Full stereo prices begin at $124.90° retail. Stereo-adaptable prices begin at 
$84.95" retail 





























MODEL 645. Stereophonic high-fidelity provincial console 
phonograph with AM/FM radio. BALANCED LISTEN- 
ING control. Columbia C-D Stereophonic Cartridge with 
diamond stylus. Dual-channel amplifier with combined peak 
power output of 30 watts. $495.00* 





MODEL 632. Stereophonic high-fidelity console phonograph. 
BALANCED LISTENING control. Four speakers. Cabinet 
design by Peter Quay Yang. Columbia C-D Stereophonic 
Cartridge with diamond stylus. Tuner-input jack. Dual- 
channel amplifier with combined peak power output of 20 
watts. $259.95* 


MAIL THIS COUPON FOR FREE STEREO PRIMERS! 


DEAR MR. DISTRIBUTOR: 


Please send me a free supply of Columbia’s new, 20-page Stereo 
Primers, filled with helpful stereo facts. 


NAME. 





STORE NAME 





ADDRESS 





cITY. ZONE STATE 
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*Prices quoted are suggested list, Mahogany finish. Slightly higher in the West. @ “Columbia’’ » @ Marcas Reg. A division of Columbia Broadcasting System, Inc 
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COLUMBIA RECORDS 
PHONOGRAPH DISTRIBUTORS/BRANCHES 


city 
ALBANY, WN. Y. 


ALLENTOWN, PA. 


ATLANTA, GA. 


BALTIMORE, MD. 


BIRMINGHAM, ALA. 


BOSTON, MASS. 


BUFFALO, N. Y. 


CHARLESTON, W. VA. 


CHARLOTTE, N. C. 


CHICAGO, ILL. 


CINCINNATI, OHIO 


CLEVELAND, OHIO 


CLEVELAND, OHIO 


DALLAS, TEX. 


DENVER, COLO. 


DES MOINES, |OWA 


DETROIT, MICH. 


EL PASO, TEX 


EVANSVILLE, IND 


GREENVILLE, MICH 


HARTFORD (EAST), CONN. 


HONOLULU, T.H 


HOUSTON, TEX 


HUNTINGTON, W. VA. 


INDIANAPOLIS, IND 


JACKSONVILLE, FLA 


KANSAS CITY, MO. 


LOS ANGELES, CALIF 


LOUISVILLE, KY 


LOUISVILLE, KY 


MEMPHIS, TENN 


MIAMI, FLA. 


MILWAUKEE, WISC. 


MINNEAPOLIS, MINN 


MOUNTAINSIDE, N. J. 


NASHVILLE, TENN. 


NEW ORLEANS, LA. 


NEWARK, N. J. 


NEW YORK, N. Y. 


NORFOLK, VA. 


OKLAHOMA CITY, OKLA. 


PEORIA, ILL. 


PHILADELPHIA, PA. 


PITTSBURGH, PA. 


PORTLAND, ME. 


PORTLAND, ORE. 


RICHMOND, VA. 


RICHMOND, VA. 


ROANOKE, VA. 


ST. LOUIS, MO. 


SALT LAKE CITY, UTAH 


SAN ANTONIO, TEX. 


SAN FRANCISCO, CALIF. 


SEATTLE, WASH. 


SHREVEPORT, LA. 


SPOKANE, WASH. 


DISTRIBUTOR/BRANCH TEL. KO. 
Roskin Brothers, inc 3-3291 
1827 Broadway 

Federated Purchaser, Inc 

1115 Hamilton St 

Comstock Distributing Company  TRinity 6-8879 
1349-51 Spring St.. N. W 

Columbia Record Distributors Inc. HOpkins 7-9320 
Aiken St. at Curtain Ave 

Moore-Handley Hardware Co Alpine 2-4121 


27S 


Columbia Record Distributors 
36 Cummington St 


20th St 

ne. KEnmore 6-6120 
Roskin Upstate Inc 
730-732 Main St 

Pugh Furniture Company 
1322 Wilson Street 
Southern Bearings & Parts 
500 No. College St 
Columbia Record Distributors Inc. HUmbolt 6-4700 
2240 N. Milwaukee Ave 


MOhawk 2046 


Dickens 2-5179 


Co. FRanklin 5-5731 


Columbia Record Distributors Inc 
3745 Spaeth St 


Liberty 2-2620 


H. Leff Electric Co TOwer 1-7400 
2341 Payne Ave 
Seaway-Columbia of Ob c EXpress 1-7300 


3142 Prospect Ave 


Strauss-Frank Company 
8401 Ambassador Row 


Fleetwood 7-3911 


B. K. Sweeney Co KEystone 4-6211 
1601 231d St 

Quad-State Distributing C 
213 Third Street 


ATlantic 8-3285 


Columbia Record Distributors Inc. WEbster 3-0010 
7640 West Chicago Bivd 

Albert Mathias & Co., Inc KEystone 3-1687 
113 S. Mesa 

Graybar Electric Company HArrison 4-758] 
2110 N. Fares 

Vining Sales Plaza 4-3129 
720 W. Coffren Ave 

Roskin Distributors, Inc Butler 9-9361 
275 Park Ave 

Honolulu Paper Co.. Ltd 50-1711 


Ala Moana at South St., P.O. Box 3256 


Straus-Frank Company CApit 
4000 Leeland St 
Emmons-Hawkins Hardware Co 
Huntington, W. Va 


JAckson 5-9151 


Columbia Record Distributors Inc 
2420-22 Stewart Ave 


CLifford 1-221 


Distributors Inc ELgin 6-7659 
822 N. Myrtle Ave 
John H. Hill WEstoort 1-7854 


3230 Roanoke Rd 


Craig Corporatior 
3410 S. La Cienega Bivd 





Graybar Electric Company ME 7-541] 
360 Farmington Ave 

P.O. Box 67, Station E 

Sutcliffe Co JUniper 3-0251 


609 W. Main St 


Woodson & Bozeman Inc 
733 S. Somerville 


BRoadway 2-2445 


Electric Sales and Service 
340 N. E. 75th St 


Plaza 4-8646 


7200 


Morley-Murphy Co., Inc Glenview 3-72 


5151 W. State St 
Columbia Midwest 
31 Glenwood Ave 


FEderal $-8043 
Federated Purchaser Inc 
1021 U. S. Route 22 


Moore-Handiey Hardware Co 
492 Craighead St 


ADams 2-8200 


AMherst 9-5631 


interstate Electric Co 
3733 Conti St 


Columbia Record Distributors Inc 
350 Halsey St 


AMherst 3733 


MArket 3-9140 


Columbia Record Distributors Inc 
353 Fourth Ave 


MUrray Hill 
5-9200 
Goodman Electric Supply Co MA 7-9233 

3610 Hampton Bivd 


Miller-Jackson Co 
111-115 €. California St 


FOrest 5-1486 


Kaiser-Columbia Company 
828 S. Adams St 


6-4681 
Columbia Record Distributors Inc 
919 N. Broad St 


Top Line Distributors 
28th & Smaliman Streets 


POplar 3-3660 
EXpress 1-1698 


Swanton Company, inc 
919 Congress St 

Ry-Bar Distributing Co 
1315 North West Glisan St 


SPruce 3-2904 
CApitol 2-4208 


B. T. Crump Company inc 
1310 E. Franklin St 
Goldberg-Tiller Company 
959 Myers St 

Roanoke Wholesalers, Inc Diamond 3-9378 
202 Bullitt Ave., S. E., P.O. Box 1629 

Columbia Record Distributors Inc. Mission 7-5101 
2151 59th St 

Standard Supply Co 

225 East 6th South 

Straus-Frank Company 

162 Coliseum Drive, P. 0. Box 600 
H. R. Basford Co 

235 15th St 


Milton 4-1941 


Elgin 5-7401 


Elgin 5-2971 


CApitol 6-0101 


MArket 1-8545 


Craig Corporation EAst 4-2701 
1021 East Pine St 
Intrasouth Distributing Co 5-4205 


1565 Texas Ave 


Columbia Electric & Mfg. Co 
East 3420 Ferry Ave 


KEystone 4-0611 
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new products 





Setchell-Carlson console 2mL 159 


Setchell-Carlson TV, 
Stereo, Monaural 
Sets 
Setchell-Carlson . 1959 line of 
Unit-Ized TV sets is composed of 
17, 21, 24 and 27-in. sets; all fea- 
ture a.c. operation with full-sized 
power transformer, new Cascode 
tuner (continuous all-channel tun- 
additional 
“short- 
“filter- 
safety 


er available at slight 
cost) 90 
neck” 


ray” 


deg. aluminized 
self-focusing tubes; 
tinted 
Unit-Ized 
sign of aluminum, which consists 


removable 
glass; and chassis de- 
of a master chassis on which func- 
tional “plug-in” units are mount- 
be individually 
replaced for quick 
maintenance etc; Low-boy and con- 


ed; each unit may 
removed and 


sole cabinets feature genuine Afri- 
can mahogany, American walnut, 
white oak 
all models but ST- 


Appalachian cherry or 
selected woods: 


59 21-in. table set has new Tube 
saver feature. 

No. P-65, 17-in. portable with 
plastic coated fabric in 4 colors: 


maroon, gold thread tan, 
black. 

No. ST-59, features 6-in. extend- 
4 brass finished 
legs at slight additional cost. 


ivory or 


ed range speaker; 


Consoles consist of 210159, 24C 
159 and 27 C159 with 21, 24 and 
27-in tube 
Low boys consist of 21L 159, 24L- 
159 and 27L159 


27 in. picture tubes respective! 


picture respectively; 


with 21, 24 and 


All models can be equipped with 


add-on, plug-in units to give over 


10 TV, radio, and record player 
monaural and stereo combinations. 

Monaural combinations include 
AM radio; FM radio; Hi-fi record 





Setchell-Carlson remote stereo speaker 4814 
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TELEVISION AND 
STEREO 


player; Hi-fi record player with 
AM radio or with FM radio; (the 
hi-fi record players have dual mon- 
aural-stereo record changer that is 
convertable to full stereo. 

Stereo combinations include-a 
stereo AM and FM radio; stereo 
record player and AM radio or FM 
radio; also a stereo record player 
with stereo AM and FM radio. 

Add-on units and 
for stereo and monaural combina- 
tions include Unit H, plug-in AM 
radio tuner; Unit J, plug-in FM ra- 
dio tuner; Unit K, plug-in stereo 
audio unit; RC-300 stereo-monaur- 


components 


al automatic record changer; dnd 
No. 4814 remote stereo speaker. 
Prices, P-65, $189; ST-59, $199.- 


95: consoles and low-boys, from 
$399. to $512.; add-on units, from 
$20. for Unit H to $98. for No. 
1814. Setchell-Carlson, Inc., New 


Brighton St. Paul 12, Minn. 











Westinghouse Weymouth TV console 


Westinghouse TV 
Consoles 


[Three new TV 
added to the 
line Weymouth, 
Kimberly. 
Weymouth, a swivel base model 
of classic design features an 8-in. 
speaker with two 5-in. speakers in 
recessed sound chamber. 
Wheaton, 


an 8-in. and a 5-in. 


have 
Westinghouse 
Wheaton and 


consoles 


peen 


carried 2 speakers 
peaker in re- 
cessed chamber; both models avail- 
hand-rubbed finishes of 
mahogany, limed oak and walnut. 
Kimberly, equipped with an 8 
in. speaker and tilted baffle; avail- 


able in 





Westinghouse Kimberly TV console 


able in mahogany, or limed oak. 

Other new models announced 
earlier include “Town and Coun- 
try” series of 17-in. portables; a 
17-in. TV-phono combination, “Fi- 
esta”; also continued from Custom 


series of table models and con- 
soles featuring automatic elec- 
tronic tuning. 

Prices, from $229:95 for Kim- 


berly in mahogany to $289.95 for 
Weymouth in limed oak. Westing- 


house TV-Radio Div., Westing- 
house Electric Corp., Metuchen, 
N. J. 


a 


Fonovox “Kora’’ console No. 5980 


Fonovox 1959 Line 


Fonovox line leads off with Con- 
Rheingold-TV Kora, 
Clivia, Moderna, Princessen, Lotos, 
and 4 table models Bella Kobold, 
Magnet and Hellas. 
Rheingold-TV features a 
rate 2l-in. TV receiver by Tech- 
master with separate circuits, 
tubes and controls; a combination 
radio-phono-TV with self-con- 
tained push button stereo, push- 
pull dual channel stereophonic am- 
plifiers; 6 speakers; new fan-light 
magic eye tuning; AM-FM-short- 
wave and Marine band and 11-key 
pushbutton selection board; ‘“Con- 


sole group 


sepa- 





Moderna 


Fonovox 


cert-o-matic” tone selector; auto- 
matic phono has featherweight 
stereo arm compatible for monau- 
ral or stereo recordings; 4-speeds; 
automatic shutoff; available in 
dark, hand-polished walnut with 
sliding door cabinet. 

Rheingold, available as a 
sliding door console with large 
record storage unit instead of TV 
receiver. Kora, an off-the-floor con- 
sole in natural walnut or ivory- 
blond; Clivia, a sliding door con- 
sole with illuminated cocktail bar. 

Upright models include Lotos 
and Princessen, both with Stereo- 
Optimum principle and available in 
natural walnut or dark walnut. 

Moderna consolette, in contem- 
porary design has connections for 


stereo. 


also 
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Fétr table models_include Ko- 
bold with 6 tubes, 6 AM circuits 
and 10 FM circuits; this set has 


3-key pushbutton selection board, 
and AM, FM and shortwave—a 
hi-fi set in wood-toned brown 


heavy plastic, 11 x 7 x 5 in. Bella, 
in polished cherrywood, with 5 key 
pushbutton selection board, plug 
sockets for phono and additional 
external speakers. Magnet has 3 
speakers, Concert-o-matic tone se- 
lector; fan-light magic eye tuning, 
plug sockets for phono and addi- 
tional external speaker. Hellas, us- 
ing 4 surrounding sound balanced 
speakers has AM, FM and short- 
wave and Marine band, and auto- 
matically, electronically tunes “in 
stations. Concert-o-matic tone se- 
lector, 15-key pushbutton selec- 
tion board and pushpull ampli- 
fier; hardwood cabinet. 

Price, .Rheingold-TV $715; to 
Moderna, $269°95: table models, 
$69.95 to $269.95 for Hellas. Vide- 
ola-Erie Corp., 75 Front St., 
Brooklyn 1, N. Y. 





Fanon Line 


Fanon Stereo Line 

Highlighting Fanon’s new line of 
stereo and monaural phonos is 
ST-442, with complete dual chan- 
nel stereo and monaural phono in 
Unit’s cover contains 
an 8-in. co-axial speaker for sec- 

which is 
placement for 
15-in. 
cable provides flexibility in speak 


single case, 
ond channel, removable 
for proper stereo 
reproduction; a extension 
er location. 

Phono section contains an addi- 
tional matched 8-in. co-axial speak- 
er for first section, and both chan- 
nels are controlled from this unit 
for balance, bass, treble and vol- 
4-speed, automatic VM 
with 
cartridge is 


ume; a 
monaural 
included; 
case comes in decorator-styled fa- 


changer stereo 


turnover 


bric or simulated leather. 
STD-B, another dual 
stereo phono has manual changer; 
{ and 6 in. speakers in phono sec- 
tion and in removable cover. 
kit STK-5 
is also available to adapt any ex- 
phono to 
Consisting of 


channel 


A stereo conversion 


stereo 
hi-fi 
system (3 in. and 8 in.) and 5- 
tube amplifier in single 
Astatie stereo-turnover cartridge 
and necessary jacks and leads. 
Other models in line include 4 
stereophonic 


isting reproduc- 


tion. speaker 


cabinet; 


automatic portables; 


5 stereo accessories; 5 monaural 
portables. 

Prices, ST-442, $109.95; STD-B, 
$79.95; STK-5, $49.95. Fanon Elec- 
tric Co., Inc., 98 Berriman St., 
Brooklyn 8, N. Y. 
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Thomas organ-hi-fi phono 


Thomas Qrgan 


Thomas announces a new organ- 
hi-fi phono combination with stere 
ophonic record player and dual am- 
plifier and speaker systems. 

{0-watts peak power stereo 
sound is effected through use of 2 
sound systems in cabinet and 6 
speakers located in front and sides 
of organ console. 

Organ is a single 49-note key 
board instrument with 5 voices and 
a 13-note, 16 ft. pitch pedal bass. 
Provides “built-in music teacher” 
through use of special recorded 
organ lessons; head phones make 
private lessons possible. 

Price, GS $899.50. Thomas Or- 


gan Co., Sepulveda, Calif. 





¥-M Contempo ‘‘Stere-O-Matic’’ No. 570 


V-M Stereo Hi-Fi 
Phonos 


Two stereo hi-fi phono consoles 
and a portable radio-phono model 
are among the latest additions to 
V-M’s line. 

No.. 563 console features the 
“Stere-O-Matic” 4-speed record 
changer that plays stereo records, 
also monaurals; low-boy console 
contains full-range speaker system 
consisting of a 12-in. woofer and 
3.5 in. tweeter with crossover net- 
work, and a roomy record storage 
compartment, pilot light and a 45 
rpm spindle. 

No. 570, Contempo, features the 
Stere-O-Matic record changer and 
stereo cartridge. With changer 
plus FM-AM radio tuner, it is No. 
571. Both models come in blonde 


or walnut. The same unit in ma- 
hogany cabinet is called the Ca- 


priccio. 


Portable radio-phono, No. 1281, 


has Stere-O-Matic 4-speed chang- 
er: 8 in. woofer with concentric 





V-M portable 1281 


tweeter cone, 3.5 in.; external 
speaker jack provided. With 
changer and an AM radio tuner it 
becomes model 1282. Covered in 
brown and tan Fabrikoid. 

Prices, Contempo prices start at 
$225. Model 1281, prices start at 
$100. V-M Corp., Benton Harbor, 
Mich. 





Birch SA-656 stereo portable and speaker 


Birch Phonos 
and Stereos 


The 1959 line of Birch phonos, 
hi-fi and stereo players includes 2 
stereo consoles and a portable; 3 
manual phonos; 5 _ automatic 
phonos; and 2 radio combinations. 

Stereo portable SA656 features 
a V-M 4-speed stereo changer; dual 
needle; Sonotone sapphire tipped 
for all records monaural and bin- 
aural; dual stereo amplifier; 5- 
watt peak per channel; dual speak- 
er system; 6 in. coaxial; 3 separate 
controls; automatic shutoff; 2- 
toned driftwood tan, or blue. 
Speaker SP656 designed with 
above portable also comes in Drift- 
wood tan and blue. 

Stereo console SA812 has VM 4- 
speed stereo changer, dual needle; 
Sonotone sapphire tipped styli for 
all records; 4 speaker system: 2- 
12AX7 and 2-5066 plus rectifier 
tubes and voltage doubler; 10-watt 
peak; automatic shutoff; Drift- 
wood mahogany, walnut or tan. 
Speaker SP812 for use with above 
console has 4-speaker system, 2 


ELECTRICAL MERCHANDISING—OCTOBER, 1958 





tweeters and 2 woofers in cabinets 
to match SA812. 

Console SA885PW same. as 
SA812 in hand rubbed polished 
wood cabinet, mahogany or blonde. 
Speaker to match, SP885PW. 

Manual 207, portable with stain- 
less steel tone arm and reproducer, 
kiddie covering in red and blue. 
No. 82, 2-toned, 3-speed, single 
needle; blue, charcoal maroon with 
mottled gray; No. 825, 2-toned, 4- 
speed, dual needle, tone and vol- 
ume control; outside 5-in. speaker; 
blue and green with white. 

Automatic A745 has 45 rpm, 
sapphire tipped single; 5 in. speak- 
er; tricolored brown, gold, white. 
A-187, 3-speed, automatic VM 
changer; 2 sapphire tipped needle; 
4-in. speaker; 2-toned green and 
blue with gray. No. 85, has V-M 
1-speed changer; dual needle; sap- 
phire tipped; 5 in. speaker; auto- 
matic shutoff; blue, green maroon 
with gray. A842, VM s-speed, hi-fi 
changer; dual needle-Ronette; twin 
4-in. speakers; tone and volume 
control; automatic shutoff; blue 
maroon with gray. A853, V-M, 4- 
speed hi-fi changer; dual needle; 
Sonotone sapphire tipped; twin 5 
in. speakers; 3 controls; automatic 
shutoff; 2-toned driftwood blue, 
tan with black and silver striped 
lid. 

Radio combination RAC58, has 
V-M 4-speed, hi-fi changer; dual 
needles; sapphire tipped Sonotone 
cartridge; 5 tube superhet radio; 
3-watt output; 2-toned blue or 
green with gray. Consolette C88, 
V-M, 4-speed hi-fi changer; dual 
speaker; Sonotone cartridge; 3 
tubes; 2-8 in. coaxial, 4 speaker 
system; 3 controls; DuPont simu- 
lated wood grain covering walnut 
or mahogany. 

Prices, Portable $79.95, speaker 
$14.95; console $109.95, speaker, 
$27.95; Boetsch Bros., New Ro- 
chelle, N. Y. 








Capitol stereo speaker-amplifier 1&28 


Capitol 
Speaker-Amplifier 


Capitol stereo speaker-amplifier 
No. 1828 designed as a comple- 
ment to Capitol portable phono 
No. 828; a 4-watt, push-pull unit 
has 3-tubes plus selenium recti- 
fier; special feedback output cir- 
cuit; employs two 6-in. heavy-duty 
speakers with mechanical tweet- 
ers; color, styling and perform- 
ance specifications are identical to 
phono. 

Price, $49.95. Capitol Records, 
Inc., The Capitol Tower, Holly- 
wood and Vine, Hollywood 28, 
Calif. 








Shi 


Wabbeetchasve! 


JANTAS 


Mechanical Santa 
20” to 70” Tall 


TWO WAYS 
TO PROFIT- 


1. Used in your window and 
interior to attract customer traffic 


and sales 


2. For resale to your customers 


and prospects, 


A wide range of animated Santas 
to select from, ranging in size 
from 20” to 70’’—all Santas 
costumed in luxurious red velvet, 
individually cartoned and 
wrapped for easy storage. 


Silvestri engineers will also custom 
design your display requirements. 


Here’s a NEW market for you 
NEW CUSTOMERS...NEW 
SALES...NEW PROFITS... 
plus EXTRA CUSTOMER 
SATISFACTION 


@ USE THE COUPON 


SILVESTRI ART MANUFACTURING CO. 
1147 W. OHIO ST. CHICAGO 22, ILLINOIS 


@ Please send illustrated brochure 


Nome 





Company 





City Zone 





State 
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Power-Packed with Sales Appeal for Greater Profits ! 


Rader-lighk BURGESS 


@eeeeeeeeeeeereeeeeeeeee 


WITH THE EXCLUSIVE ° 












ne 


All Radar-Lights 
feature exclu- 
sive seporated 
head and bat- 
tery design. 
we cor- 
ion, rustl 
sealed in 


Radan-Lite 


Ingenious utility, § 
light! 40,000 can- *¢ 
dlepower beam vis-  : 
ible half-mile. Red * 
flashing light visible over 1 . 
mile. Perfect for auto, home, ° 
camp. . 
RETAIL: $12.40 with 
Battery 


io 


Powerful 
steel, leakproof, weatherproof. 


RETAIL BATTERY: $2.45 


_ 
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Kadan 


pearch 


Big extra profits 
Radar- Lamp with America’s fin- 
There's a big demand for 
this safest portable light! ~ * - 
Obsoletes flame-type lan- 
ferns 
with French Grey battery 
or copper finish lamp with 
Rust-Tone battery. 


est focusing lan- 
tern. Long beam 
or flood of light 


Rugged, compact 





Chrome finish lamp 


RETAIL: $6.95 with Battery 


CORROSION PROOF 


RETAIL: $8.95 with Because of Separated Head and Battery Design 
Battery NATIONALLY ADVERTISED 


: Pre-sold for you! Consumers TOLD and SOLD 
CORROSION PROOF  (Shc'neonossen, Sensey sstenam 
JS 


ause of —_ Head and 






TT bona bended bob oeteeetoe ence ese ee 


Here’s a Brand New Profit-Maker ! 


seeeeeeeseee 


RETAIL: 





BURGESS COMPLETE BOAT-LITE KIT > te 
Easy to Sell— Convenient to Buy Complete 
Everything to meet Coast Guard Requirements for lights on 
small boats. Anodized special aluminum alloy parts resist fresh $ 
ond solt water atmosphere (in) =~ ; 
| > 
BURGESS MAKES THE COMPLETE LINE } 
Batteries For: Flashlights, Lanterns, Toys, Ignition, Telephone: rr! \ ! > 
Radio, Model Ignition, Photo-Flash, Hear ng Aids, Industrial dias | i} SE 
Electronics 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY FREEPORT, ILL. + NIAGARA FALLS, CANADA 


REFRIGERATOR fy] 4 NEW SENSATIONAL 
- FREEZER HOME ELECTRICAL 


HAPPINESS FIXTURE... that 


for the entire family 
means... 


MORE PROFITS FOR YOU 


opens a huge, profitable national 
market for new sales! 


IBLACKMEST Tid 
HOUSE NUMBER 


This amazing new house number gets tremen- 
dous consumer attention wherever displayed! 
Mysterious, invisible BLACK LIGHT radiation is 
used for illumination. Numerals are clearly 
visible WITHOUT GLARE . . . easy to read at 
100 ft. 

STRIKINGLY DIFFERENT, yet not 
easily installed and quality built for even the 
it contributes a touch of distinc- 
tion that leads to volume sales. 











with the 


Anibb Ztome FREEZER 


obtrusive; 


finest home, 


Every home in your trade area is a prospect 
for this NEW, DIFFERENT fixture! Get it on dis- 
watch the profitable sales come 





ere” play and 
WHIPS-N-FREEZES Perfect Ice 

Cream— Frozen Custards— Milk 
Shakes—Sherbets—Chiffon Gela- 
tins and 101 other variations of 
frozen desserts. No ice or salt 
Approved UL and CSA and leading » ‘iileee Ss Ly, 
refrigerator manufacturers 


your way! 

WRITE AT ONCE! Catalog sheets and con- 
sumer advertising material sent promptly. 
This is a money maker .. . for you! 


Manufacturer's Agents 
WRITE FOR DETAILS *CouRee 


MODERN CONTROLS CORP. 


P.O. BOX 128A 
CENTERLINE, MICHIGAN 


Viewed by over 20 million people 
every week on Art Linkletter's and 
Jack Bailey's Shows. Write to: 









KNIBB INDUSTRIES, INC. 


360 N. MICHIGAN AVE,, CHICAGO 1, ILL 
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new product 





Zenith Navigator Royal 760 


Zenith Navigator 
Radio 


2-band all 
radio is also a dependable 


Zenith’s 
portable 


transistor 


self-powered emergency navigation 


instrument capable of supplying a 


lost airplane pilot, mariner, woods- 


man with directional guidance to 


lead him home safely. 

As a 2-band receiver it provides 
long 
dard 


ernment 


distance reception of stand 


broadcast stations plus gov- 
weather-navigation sta 
tions, marine beacons in U.S., 
Canada and overseas; in Europe it 
offers 
ke band 


Equipped with 


reception in the 150 to 400 


a tuned RF 


condenser for 


stage 
selectiv- 
Alnico 5 
with 


and 3-gang 

ity and sensitivity; 4-in. 
pushpull 

» 


275 watts undistorted output; ear- 


speaker and audio 


phone attachment is also available 


at extra cost for private listening 


and for use in noisy craft under ex- 


treme weather conditions; equipped 


with 2 ferrite, plate type, verti- 
cally polarized loop antennas—1 
for each wave band, and a NAV 


switch to eliminate automatic vol- 
control which combine 
“null” for 


cross-bearings 


ume to give 


sharp homing or taking 
operates for ap- 


proximately 350 hrs. on a set of 


6 type C flashlight batteries; 
weighs 3% lbs with batteries. 
Price, $99.95 less batteries. Zen- 


ith Radio Corp., 6001 W. Dickens, 


Chicago, 39, Ill. 





Granco radio 


Granco Radios 
with FM, 601, 


announced by Granco. 


Two new radios 
and 701, are 
Featuring 6 and 7-tube chassis re- 
spectively, incorporating 

Royal-G tuner for 
free reception; both models 
pact, feature cabinets which com- 
pletely enclose chassis on all sides; 


new 
drift- 
com- 


Granco 


OCTOBER, 


RADIOS AND 
RECORDERS 


both have Easy-View tuning dial 
for easier, more accurate station 
selection; built-in antennas, ver- 


nier tuning; choice of 2-tone color 
combinations. No. 601, an FM radio; 
No. 701 an FM-AM radio. 

Prices, No. 601, $29.95; No. 701, 
$39.95. Granco Products Inc., 36-07 
20th Ave., Long Island City 5, N. Y. 





Telectro recorder No. 1970 


Telectro Recorder 


A 2-speed hi-fi portable tape re 
corder that takes up to a 7-in. reel 


is introduced by Telectrosonic. No 


1970, weighs 19% lbs., 15 x 8 x 
115% in. can be carried from room 
to-room; packaged in 2-tone leath- 
erette covered se ae? case: of 
fers dual speeds of 3% ips and 
7% ips with dual track recording 
allows for up to 4-hrs. playing 


time at 3% ips; pushbutton con 
trol; separate tone and volume 
controls easily adjustable; a woof 
er and tweeter speaker system for 
reproduction; 5-watt 
power output; a fast-wind and 
rewind switch locks into position 
automatically when rewinding; 
output jack for external speakers; 
input jack for direct recording 
from microphone, radio, phono or 
TV set; additional safety features 
include record interlock system to 
prevent accidental erasures of re- 
corded tape; “record” level indica 
tor’; tape guide post for proper 
tape alignme nt. 

Price, 
ona 7-in. 


full range 


$99.95 includes 1-hr. tape 
reel ‘and a 7-in. take-up 
with a full frequency crystal 
Telectrosonic Corp., 
Island City, N. Y. 


reel 
microphone. 
35-17 Long 


TV BRIEF 





Clear-view 


Kay-Townes announces an “all- 
new miracle of the sky” outdoor 
VHF antenna designed for fringe 
and deep fringe areas; called 
Clear-View, makes_ possible a 
smaller, more compact antenna 
with very high level gain and low 
wind resistance; available in 1- 
and 2-bay units, CV-1 and CV-2 
Kay-Townes Antenna Co., Box 
593, Rome, Ga. 
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tll 
Roland ‘‘Duet’’ transistor radio 


Roland Transistor 
radio 
Roland “Duet,” a pocket-size, 2- 
speaker, 7-transistor radio fea- 
tures 2 full size extended range 
speakers with hi-fi sound; an extra 
sensitive antenna for fringe per- 
formance, earphone jack for pri- 
vate listening; fits in the hand; 
works on penlight batteries; red, 
turquoise or charcoal with white hi- 
impact plastic with gold trim. Ro- 
land Radio Corp., 2-30 Anderson 
Ave., Mt. Vernon, N. Y. 





Master radio-intercom with clock 


Master Radio- 
intercom 


Master clock model intercom 
radio consists of a radio and 7 
switches; radio program can be 
supplied to as many as 7 extension 
speakers; talk-listen switch makes 
it possible to talk and listen to all 
extensions; phono jack for playing 
records to all extension speakers; 
5-position switch provides radio 
position, radio listen, intercom for 
2-way intercom between master 
and extension speakers; phono and 
ext for external connection of FM 
and hi-fi; telechron clock can be 
preset to automatically turn on 
and off radio, intercom or an ap- 
pliance. Flush Wall Radio Co., 
1012 Cleveland St., Clearwater, 
Florida. 








Aristocom Intercom 


Aristocom Intercom 
Aristocom set includes 5-tube 
a.c.-d.c. superhet radio and 1 ex- 
ternal speaker in matching cabi- 


RADIO, INTERCOMS 
ANTENNAS 


net; wood case is 9% x 6 x 5% in. 
covered with a washable whipcord 
fabric in blue and grey or coral 
and gray; switch located between 
volume control and radio tuning 
knob is used for purpose of listen- 
ing to radio music or providing 
radio music to remote speaker, also 
for intercommunication between 
the two units; external speaker 
matching colors, equipped with 50- 
ft. of wire. 

Prices, $33.95; additional exter- 
nal speakers up to 4 can be added. 
Aristocom Corp., 5720 W. Armitage 
Ave., Chicago 39, IIl. 


JFD Antenna 


Satellite-Helix, a 28-element TV 
antenna features a balanced sleeve 
dipole system which electrically en- 
larges its capture area for as much 
as 35 percent greater gain on all 
channels; new spatial relationship 
of parasitic and collector elements 
achieves up to 15-1 (low band) and 
18-1 (high band) front-to-back volt- 
age ratio. Multiple driver dipoles for 
sharper directivity and decreased 
ghost and reflective pick-up; boom- 
framed for added rigidity; six %-in. 
seamless elements; all elements 
over 30-in. reinforced by 15-in. 
aluminum dowels. JFD Electronics 
Corp., 6101 16th Ave., Brooklyn 4, 
NM. ¥. 


BRIEFS 





Stromberg Audio Instructor 


Stromberg “Audio Instructor” 
PR-10, hi-fi portable phono de- 
signed as audio aid for schools, 
weighs 26% lbs; tan leatherette 
case; 4-speed record player; hi- 
fi sound reproduction with fre- 
quency response from 40 to 16,000 
cps. Stromberg-Carlson Div., Gen- 
eral Dynamics Corp., Special Prod- 
ucts Div., 1400 N. Goodman St., 
Rochester, 3, N. Y. 


A complete line of indoor TV 
antennas and TV tables is an- 
nounced by Peerless Products In- 
dustries, 812 N. Pulaski Rd., Chi- 
eago 51, Ill. 

The Mark II Silver Wand an- 
tenna features full length 3-sec- 
tion aluminum dipoles; foolproof 
external friction adjustment; and 
a new type package. Price, $9.95. 


ELECTRICAL MERCHANDISING—OCTOBER, 1958 









“BIG 3” by USP- 

for money saving handling! 
1 @ AD-1 APPLIANCE DOLLY 
it 






















































@ moves all heavy appliances easily 


rf 
a f e has full padded face— 


stair climbers—slip proof belt—ratchet tightening 


e@ horizontal guide wheels ease loading 


345.00 CU-1 ELEVATOR 
TRUCK 2" 


for general appliance use including 
window air conditioners 





serves as truck and installation or service table 


adjusts to proper window or working height 


Jobbers inquiries invited 


4 hn 
_-, 
w i S| 














ORDER NOW! 


SEE YOUR DEALER OR 
WRITE: 


$24.95 MEADOWS METAL PRODUCTS, Inc. 


COLUMBUS, INDIANA 


@ for easy one-man handling 
@ foids compactly 

@ light weight—sturdy 

@ protects TY units 


HERE FOR 1958 IS 
' the fabulous 


jolateos altel k=) 


the portable line that doubles your unit sales because it is 
THE 1 HI-FI EVERY FAMILY WILL WANT 2 OF 


r. Howard Kovin, Sales Mar. | 
Waters Conley Co., Inc., DepLEM-186 | 
| 17 East Chestnut Street, Chicago 11, Illinois | 
| Mr. Kovin: rush me all the news on Phonola | 

phonographs and stereo-phonographs. i'm 


see, hear the entire line-up of 
these fast-selling monaural and 
stereo phonographs 























Send this Phonoia-gram tor _—i|_ interested in increasing sales. | 

complete details on the line that will set | Name ele ae | 
new sales records for you. | Firm 3 Sas aa | 

WATERS CONLEY COMPANY, INC. mie 
Bivecuh ae casnuce | City. 2S SS EEE | 

Pactery: Rochester, Minnesoti © retailer 0 distributor 
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_ ae eS ee 85 


Agency—Benton & Bowles, Inc 


KELVINATOR DIV. AMERICAN 
MOTORS CORP. .. . 4th Cover 


Agency—Geyer Adv., Inc 


KNIBB INDUSTRIES, INC. ...140 


LANDERS, FRARY & 
GCAIMM sic s cas 32A-B, 58, 59 


Agency—Goold & Tierney, Inc 


LAWN BOY DIV. OUTBOARD 
GE 6 scesase< 91 


Agency—Erwin Wasey, Ruthrauff, & 
Ryan, Inc 


LESA OF AMERICA TRADING 


i Ae 143 
Agency—Gotham-Vladimir Adv., Inc 
PRAT ts CO., THE wc cece 70 


Agency—Leo Burnett Co., 4nc 


McGRAW-EDISON CO. CLARK 
WATER HEATER DIV. ..... 25 


Agency —Frederick Cc Williams & 


Assoc 


 LONGERGAN COOLERATOR 


ot Ee ee 2nd Cover 
Agency—Mayer, Klann, Linabury Adv 
TOASTMASTER PRODUCTS 

eee eee 114, 115 


Agency—Erwin Wasey, Ruthrauff & 


Ryan, -dpig. 


MEADOWS METAL PRODUCTS 
BA IES Sled 141 


Agency—Jim Bradford Adv. 


MINNEAPOLIS-HONEYWELL 


REGULATOR CO. ..:..... 60 
Agency—Foote, Cone & Belding 
WEIS BRIO fb cecewseces 84 


Agernry—Galbraith-Hoffman Adv., Inc. 
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MODERN CONTROLS CORP. 140 
Agency—Rex Dye Adv 

MODERN WATER TREATMENT 
DIV. GEO. GETZ CORP. ..76 


Agency—Altman-Gilbert Adv. Agcy. 


MORPHY-RICHARDS, INC. .112 


Agency—Fredricks & Co., Inc. 


MOTOROLA, INC. 17, 19, 21, 23 
Agency—Leo Burnett, Inc 
NATIONAL CASH REGISTER 
| RS eerie 78 
Agency—McCann-Erickson, Inc 
NATIONAL PRESTO INDUS- 
Le. a oe, a 120 
Agency—Donahve & Coe, Inc. 
NORGE SALES CORP. DIV. 
BORG-WARNER 
eR Saas 132, 133 


Agency—Donahve & Coe, Inc 


ONE MINUTE WASHER ....104 
Agency—Weston Barnett, Inc. 

OSTER MFG. CO., 
SIE a sawsd ieee S00 


Agency—The Brady Co 


PROPULSION ENGINE CORP. 72 


Agency—The Jaqua Co 


RADIO CORP. OF AMERICA 
RCA VICTOR DIV. ..... 35-40 


Agency—Kenyon & Eckhardt, Inc 


RESEARCH PRODUCTS 


.104 A-D 


es. ccd oh chic 134 
Agency—Ralph Timmons, Inc 
RONSON CORP........ 74, 129 


= Agency—Grey Adv 


SATURDAY EVENING 
POST «sie us re 64 A-G 


Agency Batten,4°Barton, Durstine & 
Osborn, Inc. 


gas a A ere 101 


Agency—Robertson Potter Co. 


SILVESTRI ART MFG. CO. ..139 


SKINNER CO., M. B. ...... 134 
Agency—Jones & Taylor, Inc 
STEER OFS: CO... ceeee 20 


Agency—Kirkgasser-Drew Adv. 


STENSGAARD & ASSOC., INC., 
Wiehe Ss Viwwntindea mde 143 


STROMBERG-CARLSON CO. .87 
Agency—The Rumrill Co., Inc. 
SWING-A-WAY ........--. 104 
Agency—Post Adv. Co 
SYLVANIA ELECTRIC 
PRODUCTS, INC. ....30, 128 
Agency—J. Walter Thompson Co. 
SYMPHONIC RADIO & 
ELECTRONIC CORP. ....105 
Agency—Milton Samuels Adv. 
CRT GAR. du deseceaens 28 


Agency—Ketchum, Macleod & Grove, 
Inc 


THOMAS ORGAN CO. DIV. OF 
PACIFIC MERCURY 


MS sea: serene 130, 131 
Agency—Foote, Cone & Belding 
EE di diac ates mana itaninlom wars 92 


Agency—Benton & Bowles, Inc 


TOASTSWELL CO., THE ... . 104 


Agency—Whitehead & Sprague, Inc 


UNITED STATES STEEL 


ES a eee 57 

Agency—Batten, Barton, Durstine & 
Osborn, Inc 

VIDEOLA-ERIE CORP. ...... 32 


Agency—Petrick, Amandolare & Doy 
now, Inc 


VAN CORP 6, ps editnic ee ee. 116 


Agency—Mayer, Klann, Linabury Adv 
Inc 


WASTE KING CORP. ........ 4 


Agency—Hixson & Jorgensen, Inc. 


WATERS CONLEY CO., INC. 141 


Agency—Irving J. Rosenbloom Adv. 


Lo 2 See 143 
WEBCOR INC. . . .80 A-D 


Agency—John W. Shaw, Inc 
WESTERN TOOL & STAMPING 

ee 

Agency—Rothbardt & Haas, Inc 
WESTINGHOUSE ELECTRIC 

CORP. 

PPPUIRINCE DIV. 60 cee 2,3 


Agency—McCann-Erickson, Inc 


INDUSTRIAL MOTORS DEPT. 


to i AP a 
Agency—Fuller & Smith & Ross, Inc. 
Sd, ree 106, 107 
Agency—McCann-Erickson, Inc 
TV-RADIO DIV. ...... 82, 83 
Agency—Grey Adv. Inc 

WHIRLPOOL 

COMP. on ccccvcclumetas, Yoo 


Agency—Netedu Adv., Inc 


WIEGAND CO., EDWIN L. ..24 
Agency—Ketchum, Macleod & Grove, 
Inc 
WRIGHT MFG. CO. ....... 109 
f. “Ag@ncy~-Compton Adv. Inc 
YEATS ApDANCE DOLLY 
SAMPECO. ............ 117 


is riey: Leis Gerlach & Assoc., 
a? <3 Incg” 


nkatoio ne 68 


Ageric¥Foote, Cone & Belding 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mer. 
BUSINESS OPPORTUNITIES ....143 


This index ia published as a service. 
Every care is taken to make it accurate, 
but ELECTRICAL MERCHANDISING 
assumes no responsibilities for errors or 


omissions. 
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FREE 
.. for the asking 


A 


OUR NEW 
CHRISTMAS 
CATALOGUE 


2} 
7 
(SA 
a 


Full of new designs 
and ideas for your 
WINDOW & INTERIOR 


CHRISTMAS 
DISPLAYS 


The Best of Values 


SHOWMANSHIP 

in your windows 

and in your store 
and you'll sell more! 


W. L. STENSGAARD 


AND ASSOCIATES, INC. 





ve" 
& 346 N. JUSTINE ST. 
1931-1958 CHICAGO 7, ILL. 











SEARCHLIGHT 
LYiesle) 


(Classified Advertising)? 
SELLING: -MERCHANDISE 


empLormeENT: OPPORTUNITIES" :susiness 





DISPLAYED Individual 
rule for prominent 

The advertising rate 
acd ve sing of Equipment & Business Opportuni- 
es appearing on other than a contract basis 








EMPLOYMENT OPPORTUNITIES $22.71 
per inch subject to agency commission 
AN ADVERTISING INCH its measured 
vertically on a column 4 columns 48 inches 
UNDISPLAYED $2.70 a tine, minimum 3 
nes. To figure advance payment, count 5 average 
words a8 a line 
DISCOUNT of 10% {if full payment is made in 
wuivance for 4 consecutive insertions 
POSITION 
rate ) 


WANTED undisplayed advertising 
ne-half of 


above rate, payable in advance 
BOX NUMBERS Count as 1 line 
November Issue Closes October 10th 








Large French Factory 
Manufacturing 
Washing Machines 


Is inferested in securing license rights 
for all patents covering household 
appliances 


Write to No, 1331 


SWEERTS 
P.O. Box 269-09 . Paris, France 














Your Inquiries to Advertisers 
Will Have Special Value... . 


—for you—the advertiser—and the publisher, if 
vou mention this publication Advertisers value 
highly this evidence of the publication you read. 
Satisfied advertisers enable the publishers to 
secure more advertisers and—more advertisers 
mean more information on more products or 
better service—more value—to YOU. 














scheduled 
meetings 


The National Electrical Man- 
ufacturer’s Association will 
hold its annual meeting at the 
Traymore Hotel in Atlantic City, 
N. J., November 10 to 14. 


The year-end meeting of the 
Institute of Appliance Manu- 
facturers take place in Dallas, 
Texas, December 7 through 9. 
Headquarters will be in the 
Statler-Hilton Hotel. 


NARDA’s annual convention 
will be held in Chicago, January 
11, 12 and 13 with the first meet- 
ing at the M & M Club in the 
Merchandise Mart, and the bal- 
ance of scheduled sessions at 
the Conrad Hilton. 


The 30th NHMA National 
Housewares Exhibit is sched- 
uled for Chicago’s Navy Pier 
Monday, January 12 through 
Friday, January, 14. The change 
to a five-day winter exhibit is a 
departure for the show. 


The 15th annual convention 
and exposition of the National 
Association of Home Builders 
will be held in Chicago, January 





BRAND NEW 


in the UNITED STATES 





“KLEENETTE” & 
Unique hand-brushes 


the dust they brush off! 


Perfect for clothing, curtains, 


cially designed suction-action cannot harm delicate fab- 
rics. These fabulous little brush-vacuum cleaner combina- 
tions weigh only 24 oz. (size: 744" x 4". x 4”) KLEEN- 
ETTE operates in any home on 110 volts. KLEECAR has 
12 volt motor and cigar-lighter plug for auto use. Best 
sellers in Europe, these rugged, 
made by LESA of Milan, Italy, one of the oldest and most 


reputable electro-mechanical 


literature and information, write to: 


LESA OF AMERICA Trading & Mfg. Corp. 
11 West 42 St., New York 36, N. Y. 































“ KLEECAR © 


that vacuum up 


upholstery and furs! Spe- 


service-free appliances are 


manufacturers. For free 








18 to 22. Exhibit areas will be 
at the Conrad Hilton, Hotel 
Sherman and Coliseum. 


“Selling is Everybody’s Job” 
will be the theme of the 48th an- 
nual convention of the Nation- 
al Retail Merchant’s Associa- 
tion. The NRMA convention is 
scheduled for January 12-15 at 
the Hotel Statler in New York. 


More Money in 60? 


HANDLING 
MATERIALS 


is just one step you can take 
today to modernize your store 
for tomorrow’s growth. You’ll 
find hundreds of tips on better 
lighting, store designs, office 
equipment and other subjects in 


Make friends with your customers 





The gleaming finish on that new 
television set played a large part in 
closing the sale. Will it be marred by 
ugly scratches before it is delivered? 
Not if you protect it with Webb Wrap- 


. abouts. Made of water-repellent can- 


ELECTRICAL 
MERCHANDISING’s, 


Modernization 
Issue 


WRAPABOUTS 


For Radio, HiFi, TV 
and Air Conditioners 


For major appli use Slinga 




























vas, thickly padded and flannel-lined, 
they last for years. And they protect 
everything —the appliance, the cu 

tomer’s woodwork and your reputation 
as a service-minded merchant. Why 


not write for information today’ 


h 





“Webb Manufacturing Co. 


2918B N. 4th St., Phila. 33, Pa. 


Coming In November | 
| OA MALE TLE NTE EAA EM 
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C] TV (0 washers [7 refrigerators 


FIRM NAME - ATTENTION: 





STREET CITY 


[] ranges [J radios [] air conditioners 










Please send me prices on Wrapabouts and 
Slingabouts for 





ZONE STATE 
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A Chance Of a Lifetime 


HIS year the appliance-radio-TV in- 
dustry, with special emphasis on 
electric housewares, is embarking on 

its first real national promotion to make 

the American public aware of our prod- 
ucts as Christmas gifts. 

The business climate is right. Well over 
10 percent of all small appliances are sold 
in the last three months of the year. The 
timing of the promotion to the public is 
right. Under the auspices of the Live Bet- 
ter Electrically program, the big gift 
push, called “Give Better Electrically” 
will break an enormous gate-fold “ad- 
vertacular” (such as the one in this 
issue in the Nov. 15 issue of the 
Saturday Evening Post. Major manufactur- 
ers of appliances have underwritten this 
cooperative venture and the entire ad will 
be made available by the thousands for 
utilities to mail to customers in your areas. 
In other words, there is going to be the 
damndest push to get people to buy our ap- 
pliances, radios and TV sets for Christmas 
gifts you’ve ever seen. 

Everybody is getting into the act—man- 
ufacturers, utilities, distributors and, we 
trust, dealers. That last reservation was 
intentional, because dealers too often tend 
to cast a jaundiced eye on national promo- 
tions. Just as some newspapers feel that a 
dog-fight on Main St. is more interesting 
to their readers than a war in Europe, 
dealers are all too inclined to pooh-pooh 
their own industry’s promotional efforts in 
favor of a local quarter page ad offering 
Christmas specials. Not that there is any- 
thing wrong with local effort. But there 
is every good reason why those local ads 
and promotions should be intensified dur- 
ing the coming-selling season. For one 
thing there is going to be more money 
spent to drive people into your store, and 
to persuade people that our products are 
the ideal gifts, than at any time in the 
history of this business. 


‘ O what do you do? Sit back and wait 
\J for prospects to bust down the doors? 


editorial 


LAURENCE WRAY Editor 


OCTOBER, 


Say, “uh-huh” and go on figuring how to 
cut your price a little lower than that s.o.b. 
down the street? Wail about how tough 
things are and how hard it is to make a 
buck these days? Well, that’s about what’s 
expected of many of you. One of the rea- 
sons the manufacturers, distributors, utili- 
ties and associations in this business get 
together in an effort of this kind is because 
they feel they have to pre-sell your cus- 
tomers. 

They’ve lost a lot of faith in your doing 
some  honest-to-God _ selling yourselves. 
They get up beautiful, expensive promo- 
tion pieces, displays, co-op ads and the like 
and a lot of it ends up in the wastebasket. 
You can bet your life that the department 
stores, the chains, the discount houses and 
the mass-merchandisers are going to pull 
out all the stops to cash in on this giant 
promotion. It’s for free. It’s more money 
being spent, more effort being expended, 
than at any time before. All to help you 
sell more goods at a time when sales come 
easiest! 

All dealers have to do is to (1) peg 
prices to insure a reasonable margin of 
profit; (2) do some promoting of their 
own to identify their stores with the na- 
tional effort; and (3) make sure that their 
inventories are adequate (“I can order it 
for you” is not going to get the holiday 
business of the customer who is out shop- 
ping for a Christmas present he wants 
right now). 


HY not give this thing a real try? 

Why not show the manufacturers, 
the distributors and your local utility that 
independent dealers can deliver the busi- 
ness? With the best of all possible selling 
seasons—especially for housewares—just 
ahead why not prove, once and for all, that 
independent dealers still merit the title of 
being the most potent sales influence in 
the business ? 


And, finally, why not make some money ? 
You'll never have a better chance. 
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When they ask, ‘“What’s the difference?” Here’s the answer— 


Hamilton, with exclusive Twin Air-Streams, dries faster, 
quieter, more gently than any other clothes dryer' 


Hamilton’s Twin Air-Streams give you the kind of dryer selling 
story you need today—understandable, memorable, meaningful. 
Easy to tell, easy to sell, because it makes sense. In any dryer 
you need an air-stream gentle enough to cradle clothes while 
they dry, brisk enough to whisk away used, moisture-laden air. 
Other dryers try to do these two different jobs with only one 
air-stream, which can’t be just right for both. That’s why 
Hamilton dryers give you two separate air-streams—a feather- 





soft Cradling-Current for drying gentleness, a business-like 





Carrier-Current for drying speed. You have exclusive Twin Air- 





. . . ‘ A 
lamilton Home Service Director, Mrs. Helen Stream drying = all Hamilton dryers, regardless of ieee It . 
angen, reminds you to sell the big difference the big difference in dryer selling today 


n dryers— Hamilton’s own Twin Air-Stream 
irying. 
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omk_ | 
Some dryers use ‘‘tornado’’ air systems. Others use “lazy air’’ systems. Air Hamilton gives you twin air-streams 
Air is whipped in and out of the dryer— slowly drifts in and out of the dryer— —a Cradling-Current for drying gentle- 
windstorm-fast, but hard on clothes. easy on clothes, but maddeningly slow. ness, a Carrier-Current for drying speed. 


Illustrations show air flow principles, not actual paths of flow. 


sell the big difference in clothes dryers today 
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i with exclusive Twin Air-Stream drying! 








AUTOMATIC WASHERS * AUTOMATIC CLOTHES DRYERS * HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 
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Washers 
Catures 


The Best Automatic Washer 
Prospects in Your Neighborhood 





- are Getting the “Plain Facts” 
©€Y cal] jt r - q : 
thoro it EnerJET; rw ASier, safer , , . 
‘rough yet go. PETic Action 7... 2 $70 ator oy, fet Washing in This Powerful Kelvinator 
Provides £entle yy...) - . 
eiea le . « 7 . y > e ee 
oon 8S the “Martie Pre-scr “aky gear jo Pacing ; National Advertising Now 
ener’. ’ unlike ; inaction. 
built T Washing ° Action, Appearing in Mass Circulation 
Jetroit 32 y ‘ars, KE ' 


, Michigan SELVINATOR® Weekly and Monthly Magazines. 


No Other Automatic Washer Gives You 
So Many Real Selling Features 


Kee 4 FR CH F¥@Q@ Only what’s best for our 
dealers is good for Kelvinator 


Division of American Motors Corporation, Detroit 32, Michigan American Motors Means hay’: More for Americans Live Better Electrically f h | 
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